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ough Proofs 


“Disaster this week—557 will be 
<illed—17,400 will be injured.” 

And 4,738 will discover that they 
nave athlete’s foot. 


? 7 F 


It’s easy enough for the clever Dr. 
euss to illustrate the statement that 
Flit kills bugs quicker than you can 
yat an eye-lash, but how about a 
nappy picture, Doc, to go with the 
text, “Flit kills quicker than you- 
can say Jack Robinson’? 


. 7 F 


Now that Kool mentholated cigar- 
ettes are on the market, even this 
doubting Thomas is at last convinced 
that Spuds must be a success. 


7 3 F 


Censorship of advertising, says 
Electric Refrigeration News, was in- 
tended to protect “weak, young or 
‘innocent minds.” If that point were 
‘made entirely clear, all readers 
‘would indignantly reject the idea. 


a, 


A Chicago publisher was recently 
haled into court by his wife on the 
charge of maintaining another lady 
also. Maybe this is a sign that the 
) advertising business is really getting 
better. 


Pear’ ss 


>? % 


General Mills is offering silver 
spoons and other plate with coupons 
from packages of its products, but 
wants it distinctly understood that 
they are not “premium ware.” The 
consumers will be just as much 
» pleased as if they were. 


, F F 


Spirits is the name of a new trade 
publication. Instead of summoning 
) the spirits from the vasty deep, the 
' method will be to welcome them back 
from Speakeasy Land. 


vewsy 
i The announcement that Fuller 
' Brush is going after the _ tooth- 


} powder business is accompanied by 

the reminder that it has already been 
/ successful in selling powder for den- 
tures (false teeth to you). The ex- 
ecutives insist it’s not an artificial 
market. 


wa lbs 


7, ¥ F 


Some publishers object to the new 
periodical code because it requires 


A Ail Beant 


** them to reveal their circulation fig- 


ures to their readers as well as their 
advertisers. They’re afraid that Vox 
| Pop will soon be demanding circula- 
) tion guarantees, too. 

yvvegy 


¢ Coca-Cola displays a charming girl 


+ pushing aside a beautiful mask with 


>’ forward.” 


the comment, “Put your best face 
Most of the alleged fair 
sex would be glad to exchange their 


i Rand MeNallys with the second-best. 


, F F 


Struggling with the problems of 
sex, sin and box-office appeal, the Chi- 


: cago world’s fair is still having a 


hard time drawing the line between 
artistic nudity and vulgar nakedness. 
If only Father Adam hadn’t eaten 
that apple! 

vvey 


Marshall Field & Co. recently ad- 
vertised a full newspaper page of 
bargains so good they were captioned 
with Ripley’s “Believe it or not.” 
And, believe it or not, they weren’t 


all in the bargain basement, either. 
> FF F 


Politics makes strange bed-fellows, 
but they are not half as strange as 
those who find themselves under the 
same NRA blanket code. 


Copy Cus. 


PUBLISHING CODE 
FINISHED; OTHERS 
HURRYING ACTION 


All Branches of Field at 
Work on New Task 


—_—_——_- 


Institute Formed 


New York, Aug. 4.—The Periodical 
Publishers Institute was organized 
this morning by representatives of 
publishers of periodicals, other than 
newspapers, doing 75 per cent of the 
total business in the field. The or- 


ganization committee held 400 prox- 
ies. 


S. R. Latshaw, Butterick Publish- 
ing Company, temporary secretary 
and chairman of the meeting, re- 
ported that the fair practice code 
submitted Aug. 1 was. receiving 
prompt attention from the recovery 
administration. Two members of the 
organization committee, W. D. Ful- 
ler, Curtis Publishing Company, and 
Marvin Pierce, McCall Company, re- 
mained in Washington today to con- 
fer with NIRA officials. 


Appoints Nominating Group 


The original draft of articles of 
organization and by-laws was ap- 
proved by the membership with sev- 
eral slight modifications. The code 
will be discussed this afternoon. 

At the conclusion of the morning 
session, Mr. Latshaw appointed a 
nominating committee composed of 
J. H. MeGraw, Jr., McGraw-Hill Pub- 
lishing Company; P. E. Ward, Farm 
Journal; A. D. Mayo, Crowell Pub- 
lishing Company; Fritz J. ‘Frank, 
United Business Publishers; Wm. B. 
Warner, McCall Company; John 
Hanrahan, Stage; Godfrey Ham- 
mond, Christian Herald. 

New York, Aug. 3.—The advent of 
the blanket code and a record-break- 
ing heat wave at the nation’s adver- 
tising capital caused some delay this 
week in preparing recovery codes 
for advertising organizations. The 
National Publishers Association, As- 
sociated Business Papers and Agri- 
cultural Publishers Association 
jointly gained the distinction Aug. 1 
of being the first to file an advertis- 
ing code, following receipt of votes 
of approval from majorities of the 
memberships. 


To Join Movement 


In an all-day meeting here tomor- 
row, the publishers will endeavor to 
dispose of scores of suggestions re- 
ceived from the members during the 
week and decide upon the final form 
of the code. At the suggestion of 
F. Cheyney Beekley, advertising 
manager, QST, Hartford, Conn., pub- 
lishers of miscellaneous periodicals, 
such as religious, fraternal and scien- 
tific magazines, will meet here to- 
night to organize for affiliation as 
the fourth division of the Periodical 
Publishers Institute. 

Judging from inquiries received by 
ADVERTISING AGE, publication of the 
publishers’ code last week served to 
appraise many advertisers of the 
fact that the post office department 
has some rather drastic regulations 
covering circulation practices by 
second class publications. Some did 
not know that publishers are thus 


(Continued on Page 15) 


New York, Aug. 3.—The rapid pace 
of evolution on the one hand and the 
necessity for making adjustments to 
unusual conditions on the other have 
subjected advertising practices to 
wide variations during the past four 
years, “An Analysis of 285 National 
Advertising Budgets for 1932-1933,” 
published this week by the Associa- 
tion of National Advertisers, reveals. 

Trends disclosed in the report in- 
clude the tendencies to make up bud- 
gets for shorter periods, to change 
old methods of determining the size 
of the budget and to concentrate ad- 
vertising efforts in fewer mediums. 

The study was made under the di- 
rection of a special committee com- 
prising Cliff Knoble, chairman; Ar- 
thur H. Boyland, the Drackett Prod- 
ucts Company; Sidney Picker, Crys- 
tal Corporation; D. D. Richards, 
Sears, Roebuck & Co.; C. Jerry 
Spaulding, M J. Whittall Associates, 
Ltd.; W. P. Werheim, Pratt & Lam- 
bert, Inc.; M. C. Williamson, Bausch 
& Lomb Optical Company; Stanley F. 
Withe, Aetna Life Insurance Com- 
pany; and Paul W. Atwood, secretary 
of the A. N. A. Research Council. 

Mr. Knoble participated as adver- 
tising director of the Chrysler Cor- 
poration, a position he resigned two 
weeks ago to form the Business Pro- 
motion Corporation, Detroit. 


Of Unusual Interest 


The A. N. A issued a report, “The 
Advertising Budget,” early in 1931. 
It presented the results of a study of 
national advertising budgets for the 
years 1929 and 1930. Commenting 
on the association’s second such study 
in a foreword, Paul B. West, man- 
aging director, said: 

“Tt was realized that because of 
the uncertainty of conditions the 
data that could be secured on this 
year’s plans would necessarily be 


Budget Study Shows 
More Flexibility, Use 
Of F ewer Mediums 


RELEASES STUDY 


Paul B. West, managing director, 
A 


limited; nevertheless, it was felt that 
accurate figures could be secured for 
1932 and such information as could 
be obtained under the circumstances 
for 1933 would be of unusual interest. 

“This proved to be the case. It is 
believed that the report will be of 
greater value than the previous study 
because of the comparison we are 
now able to make with previous 
years giving a relationship between 
figures for 1929, 1930, 1932 and 1933.” 

The data contained in the new 
work was assembled from 285 ques- 
tionnaires returned by 257 national 
advertisers, some of whom reported 
separately on different lines. The 
information requested covered actual 


(Continued on Page 8) 


tisers. 


Chicago agency. 


for a radio station. 


Last Minute News Flashes 


Felix Lowy Goes to Holeproof Hosiery 

Milwaukee, Wis., Aug. 4.—Felix Lowy, who resigned as vice-president 
in charge of sales and advertising of Colgate-Palmolive-Peet Company, 
Chicago, early this year, after 25 years of service with that organization 
and its predecessors, has been appointed vice-president and general man- 
ager of Holeproof Hosiery Company, Milwaukee. 

Mr. Lowy, who has long been prominent in advertising organization cir- 
cles, was formerly a vice-president of the Association of National Adver- 


New Agency for Stewart-Warner Divisions 


Chicago, Aug. 4.—Stewart-Warner Corporation has placed the adver- 
tising of its radio and refrigerator with Blackett-Sample-Hummert, Inc., 


Rankin Executives Make Changes 
Chicago, Aug. 4.— Herman A. Groth, vice-president in charge of the 
Chicago office of William H. Rankin Company, has resigned and joined the 
Charles H. Touzalin Agency. Robert H. Rankin has become representative 


' Shell to Launch New Campaign Aug. 15 


St. Louis, Mo., Aug. 4.—Shell Petroleum Corporation, which had can- 
celled its Super Shell campaign because of a 150 per cent increase in sales 
which swamped the production department, will launch an extended new 
drive using newspapers, outdoor and radio shortly after Aug. 15. 

Initial copy will feature a colorful Scottish chief in tam and tartan. 


William B. Okie Leaves N. W. Ayer 
New York, Aug. 4—William B. Okie, vice-president in the New York 
office of N. W. Ayer and Son, Inc., has resigned after twelve years with the 
agency. He will announce future plans following a vacation. 


ANTI-DRESSING 
COPY FAILS 10 
DISTURB KRAFT 


Big Newspaper-Radio Drive 
Goes into Swing 


Chicago, Aug. 4.—The largest news- 
paper and radio campaign ever placed 
behind a salad dressing began accord- 
ing to schedule this week as Kraft- 
Phenix Cheese Corporation intro- 
duced its new Miracle Whip to the 
national market after tests in New 
York and New England. 

Teaser copy in newspapers of Aug. 
2 was followed by larger space in 
which the public was referred to a 
local radio station for the complete 
story of “this new food triumph.” 
The copy said that “thousands pre- 
fer it to mayonnaise—yet it costs 1% 
less.” 

Details about Miracle Whip Salad 
Dressing were revealed on an hour 
program over the National Broad- 
casting Company’s network of 53 sta- 
tions Thursday night. Paul White- 
man and Al Jolson were featured 
while many other stars contributed 
to the musical revue. 


Jolson-Keeler Mixup 


The appearance of Jolson directed 
attention to an interesting behind- 
the-scenes situation, involving the 
use of a photograph of Ruby Keeler 
—Mrs. Al Jolson in private life—by 
Hellman’s Mayonnaise. A_ careful 
study of the copy indicated that there 
was no actual endorsement of that 
product by Miss Keeler. 

In spite of the fact that the Hell- 
man copy, asserting that mayon- 
naise contains “no water—no fillers” 
coincided with the test campaign on 
Miracle Whip, the use of Miss 
Keeler’s picture is regarded largely 
as a coincidence. No public announce- 
ment had been made at that time of 
the forthcoming appearance of Jol- 
son on the Kraft-Phenix program. 
However, both Miss Keeler and Jol- 
son were reported as being much 
concerned over use of the former’s 
picture in the Hellman advertising. 

Though Best Foods manufactures 
both mayonnaise and salad dressing, 
it has never featured the latter to 
any great extent. Its “anti-salad 
dressing” campaign made disparag- 
ing references to the use of water in 
that product. The picture of a fau- 
cet was utilized to impress this point 
on the housewife. 

The Kraft-Phenix catch-line, “Yet 
it costs ™% less” was answered by 
Hellman’s Mayonnaise with the 
caption, “Why salad dressing costs 
4 less.” This was followed by the 
allusion to water and “fillers.” 


Two Distinct Markets 


Government figures indicate that 
salad dressing has made amazing 
progress in the last year or two, 
while production of mayonnaise has 
waned to some extent. There are, 
however, two distinct markets. Kraft- 
Phenix is well known for its Kitchen- 
Fresh Mayonnaise and sales efforts 
on that line will not be relaxed. In 
introducing Miracle Whip Salad 
Dressing, it is appealing to that part 
of the market not reached by mayon- 
naise. 

John H. Platt, advertising manager 
of Kraft-Phenix, said that while the 
Hellman copy presented a negative 
appeal for salad dressing, it is help- 
ful in that it emphasizes the fact 
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ADVERTISING AGE 
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that mayonnaise and dressing are 
two different products. Hitherto 
there has been a good deal of con- 
fusion in the public mind. The two 
terms have been regarded as inter- 
changeable in many groceries and 
some women who have ordered may- 
onnaise have been given salad dress- 
ing and vice-versa. 

Mr. Platt also believed the code 
adopted by the industry will be help- 
ful to all concerned. Heretofore 
there has been no standard in the 
manufacture of salad dressing. The 
new code which has been submitted 
to Washington fixes the minimum fat 
content at 35 per cent. This is likely 
to prove embarrassing to some of 
the smaller manufacturers who have 
done a purely local business. 


Huge Copy Schedule 


The Jolson-Whiteman radio cam- 
paign will be heard every Thursday 
night. Meanwhile, extensive news- 
paper advertising will support Mir- 
acle Whip. Five advertisements, to- 
taling 6,768 lines, will run from Aug. 
3 to 11. Six more, with a total of 
5,400 lines will appear from Aug. 15 
to Sept. 1, while thirteen of 7,330 
lines will run during September and 
October. 

A “double your money back” offer 
will be featured. This sensational 
offer was made in the east, only an 
infinitesimal percentage of buyers 
availing themselves of it. 


The advertising phrases the offer 
in this language: 

“Buy a jar of Kraft’s Miracle Whip 
Salad Dressing. Serve it. If you 
don’t like it better than the finest 
mayonnaise you ever tasted, simply 
do this: Mail us a letter giving your 
reasons, together with the label from 
the front of the jar, before midnight, 
August 20. We will send you double 
your money back—twice what the 
salad dressing cost you.” 

A wealth of dealer helps have been 
distributed, including a four - piece 
window display set. 

J. Walter Thompson Company is 
in charge of the advertising. 


Buick Launches New 
NBC Network Program 


Buick Motor Company this week 
launched “Buick is on Parade,” a 
summer radio program to be heard 
each Monday night, over the NBC 
red network of 42 stations. 

The half hour program, featuring 
Gus Haenschen’s orchestra, Graham 
McNamee, Ohmen & Arden, the Night- 
ingales and Arthur Boran, is to con- 
tinue indefinitely. A Wiley Post tes- 
timonial was read during the first 
broadcast. 


Names Donovan Armstrong 


Advertising of Continental - Dia- 
mond Fibre Company, Bridgeport, 
Pa., has been placed with Donovan- 
Armstrong, Philadelphia. 


BACK TO CHRYSLER 
or [eee 


= 


Burch E. Greene, who has been 

named director of advertising and 

sales promotion of Chrysler Sales 
Corporation. 


Appoints W. B. DeVitalis 

Effective immediately, True Story 
Magazine, New York, announces the 
apointment of William B. DeVitalis 
as eastern advertising manager. 


A Travel Agent 


Analyzes the 


HOMES THAT COUNT 


“I would be very proud if our mailing list was made up of the 


people whose names are on your list of subscribers....Seventy- 


five percent of these people travel at home and abroad and 


appreciate the cultural value of travel. The other twenty-five 


percent are excellent future prospects. I am happy to state 


that a large number of our clients are on your list. ..... 


The’ half-million Quality 


ers not only have incomes far above 
the average—they also have the intel- 
ligence which makes travel a requisite 
part of their lives. The travel agent, 
like any dealer, knows from whom 
he gets his business, and it is on the 
“Homes That Count” that he depends for 
Small wonder that 
these six magazines are included on 
the lists of practically every national 


travel advertiser! 


ATLANTIC MONTHLY 
CURRENT HISTORY 


THE FORUM 


BOSTON CHICAGO 


Group read- 


ing the Quality Group subscription lists. 


93 


(Number 5 of a series of comments by business 
men on the buying habits of Quality Group sub- 
scribers in their communities, after carefully check- 


W riter’s 


name available.) 


THE QUALITY GROUP 


597 Fifth Avenue, New York City 


HARPERS 
REVIEW OF REVIEWS 
SCRIBNER’S MAGAZINE 


MAGAZINE 


SANTA BARBARA 


CONTINENTAL 
LAUNCHES NEW 
RADIO PROGRAM 


Seek Dealers As Well As 
Buyers Over the Air 


Detroit, Mich., Aug. 3.—Launching 
an intensive late summer drive that 
will embrace many mediums, Con- 
tinental Automobile Company will 
inaugurate a novel radio program 
over 27 NBC stations Aug. 7, in a 
dual effort to enlist dealers and sell 
ears to consumers. This represents 
Continental’s first use of radio. 

The program, “The Continental 
Red Seal Review of the March of 
Transportation,” will recount the 
high spots in the week’s news in all 
transportation fields, ranging from 
public transit to air travel. While 
the broadcast is sponsored by the 
automobile division of Continental 
Motors Corporation, the object of 
the wide-range program is to impress 
upon listeners that the corporation 
covers all fields of transportation. 

In this connection, the slogan, 
“Wherever gasoline power is em- 
ployed, you can use a Continental 
engine,” will furnish continuity 
theme. 


In Two Parts 

The program, which will be di- 
rected primarily to the farm audi- 
ence, will be broadcast in two parts: 
15 minutes immediately preceeding 
the “Farm and Home Hour” at noon, 
to the east; and a rebroadcast di- 
rectly after the sustaining feature, 
to the west. The “Continental Farm 
Adviser” will present timely agricul- 
tural news with authoritative infor- 
mation on the subject. 

Grace & Holliday, Detroit agency 
in charge of the account, described 
the broadcast as an effort to “reach 
the consumer over the shoulder of 
the dealer.” For this reason, the 
brunt of the selling burden will fall 
on the shoulders of Continental men 
themselves. Each week a different 
company executive will address the 
dealers. 

On the first program, Henry Krohn, 
vice-president in charge of sales, will 
use the microphone to make a bid 
for more retail outlets, while he is, 
at the same time, informing the pub- 
lic of ‘Continental values. In offer- 
ing franchises to dealers, he will say, 
in part: 

Seeking Dealers 

“Continental offers the Beacon 
four-cylinder car, which is the low- 
est priced full sized car on the mar- 
ket, and a car that gives 25 to 30 
miles on a gallon of gasoline, on a 
direct dealer basis to every auto- 
mobile merchant in the United States 
in territory not already covered. 

“This offer is in direct response 
to the requests of many automobile 
dealers, who because of their present 
affiliations or because of their mar- 
ket are unable to handle the two six- 
eylinder cars which complete the 
Continental line.” 

Thus Continental is making a di- 
rect bid for dealers carrying other 
cars to stock one of their cars, too. 
Such a policy is feasible, says Conti- 
nental, because the Beacon is “in a 
bracket by itself, without competi- 
tion as to price.” 


First Use of Radio 

This is the first time that any 
Continental division has used radio 
as a medium. It is also believed to 
be the first time that dealerships 
have been advertised directly, over 
the air. 

In an effort to steam up trade and 
public interest in the radio feature, 
the company this week mailed the 
first issue of its new house organ, 
“The Continental Red Seal,” to all 
dealers, giving them advance infor- 
mation on the broadcast, and urging 
them to “talk it up,” and invite pros- 
pects to the showroom to listen-in. 

During late summer the company 
will use newspapers in all cities with 
dealer representation, which now 
number over 150, in addition to 


trade publications and extensive qj. 
rect mail. For the present, accorg. 


ing to the agency, there will be no _ 


copy tie-up between 


to straight selling, and the radio pro. 


gram, although that policy may be _ 


modified as the season progresses, 

Future speakers, as arranged for 
the succeeding three broadcasts, 
will be W. R. Angell, president; F, PF, 
Beall, vice-president in charge of 
engineering and manufacturing, and 
Ray Sackett, advertising manager, 
The program is to continue indefi- 
nitely. 


‘Boss’ Lord, 
Noted Editor, 
Is Dead at 83 


Garden City, N. Y., Aug. 3.—News- 
paper men all over the United States 
mourned today as funeral services 
were held for Chester S. Lord, for- 
mer managing editor of the New 
York Sun. Mr. Lord died Tuesday 
at the age of 83. 

He was known as “Boss” Lord to 
two generations of newspaper men, 
but he was a kindly monarch. He 
was noted for his staunch support of 
his hirelings, whom he supported to 
the bitter end unless it was demon- 
strated beyond the shadow of a doubt 
that they were in the wrong. 

Mr. Lord was the son of a min- 
ister and was educated for the cloth, 
but the lure of printers’ ink was too 
strong and he entered the newspaper 
field with the Advertiser at Oswego, 
N.. ¥., im 1671. 

A year later he went to work for 
the Sun at $10 a week. He strayed 
from New York at various times 
thereafter, but always returned, and 
eventually was placed in charge of 
the Sun’s editorial department. 

When he retired in 1913, a para- 
graph gave the bare facts. Scanty 
it was, it was a glowing tribute in 
the eyes of those who knew that 


until that date no Sun employe had 


ever made the news columns. 


S.N.P.A.Labor  .~ 


Committee Named 


President Mapes of Southern News- 
paper Publishers’ Association has ap- 
pointed the following to serve under 
the chairmanship of F. C. Withers, 
Columbia, S. C., State, as members of 
the S. N. P. A. labor committee: 

Alabama, Harry M. Ayers, Annis- 
ton Star; Arkansas, F. W. Allsopp, 
Little Rock Gazette; Florida, R. A. 
Reeder, Miami News; Georgia, J. C. 
Harrison, Augusta Herald; Ken- 
tucky, J. W. Mann, Lexington Leader; 
Louisiana, Chas. P. Manship, Baton 
Rouge State Times; Mississippi, L. P. 
Cushman, Vicksburg Post; 

North Carolina, A. L. Stockton, 
Greensboro News-Record; Oklahoma, 
Clyde E. Munchmore, Ponca City 
News; South Carolina, H. T. McGee, 
Charleston News & Courier; Tennes- 
see, R. H. Clagett, Knoxville Journal; 
Texas, A. E. Clarkson, Houston Post; 
Virginia, M. K. Duerson, Lynchburg 
News and Advance; West Virginia, 
W. Guy Tetrick, Clarksburg Expo- 
nent and Telegram. 


Hoffman & York Form 


Milwaukee Agency 


Harry G. Hoffman, until recently 
manager of the Milwaukee office of 
Needham, Louis & Brorby, and Wil- 
ford York, previously associated with 
the same office, have organized the 
agency of Hoffman & York in the 
Mariner Tower, Milwaukee. 

Mr. Hoffman was at one time ad- 
vertising manager of Allis-Chalmers 
Manufacturing Company’s_ tractor 
division, and is a director and former 
president of Milwaukee Advertising 
Club. Mr. York was formerly with 
the Chicago office of United States 
Advertising Corporation and Olson & 
Enzinger, Inc., Milwaukee. 


Buffalo Club Frolics 


Greater Buffalo Advertising Club 
held its annual dinner dance and golf 
tournament at the Meadowbrook Club 
Aug. 1. Wm. H. Scott was general 
chairman of the event. 


Imes on Board 


Birney Imes, editor and publisher, 
Columbus, Miss., Daily Commercial 
Dispatch, has been named a mem- 
ber of the federal advisory public 
works board. 
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28 STATE LAWS 
STILL RESTRICT 
LIQUOR SELLING 


Department of Justice Out- 
lines Legal Obstacles 


Washington, D. C., Aug. 3.— 
Although repeal of the Eighteenth 
Amendment will automatically put 
an end to national prohibition, in- 
cluding the Volstead act, there will 
still be many obstacles for the mer- 
chandiser of spiritous liquors to 
hurdle before he can achieve dis- 
tribution and sales, the Department 
of Justice has pointed out. 

Most important obstacle is the con- 
tinuing operation of state laws affect- 
ing the sale or possession of intoxi- 
cating liquor, which will be unaf- 
tected by repeal of national prohibi- 
tion. Of the 48 states, all but 19 
now have laws of this type on their 
statute books. 

States which do not have prohibi- 
tion laws at the present time, ac- 
cording to the Department of Justice 
tabulation, are: 

Arizona, California, Colorado, Dela- 
ware, Illinois, Indiana, Louisiana, 
Maryland, Massachusetts, Michigan, 
Montana, Nevada, New Jersey, New 
York, North Dakota, Oregon, Rhode 
Island, Washington and Wisconsin. 
In addition, Connecticut has a state 
prohibition law which is to run con- 
currently with the national law, and 
will end with it. 


28 Prohibit Sale 

The remaining 28 states, according 
to the department’s tabulation, have 
strict enforcement laws, either con- 
stitutional or statutory, prohibiting 
the manufacture, sale, transportation 
or possession of intoxicating liquors. 
Some of these laws, it is asserted, 
are far more rigid in their terms 
than the national law. 

In the group which does not have 
prohibitory laws on the subject of 
liquor, there are numerous other re- 
strictions. The department summar- 
izes them as follows: 

Montana—has laws regarding 
liquor nuisance and local option. 

Nevada—Laws prohibit distilling, 
compounding, mixing or producing 
whiskey, gin, or brandy; also has 
license board law. 

New York—has liquor nuisance 
law. 

Wisconsin—provides for local op- 
tion regulating manufacture, sale 
and taxing of liquor. 

Maryland—21 of the 23 counties 
have local option laws. In two coun- 
ties and in Baltimore laws prohibit 
the sale of liquor without a license. 

Arizona—has local option. 

California—has basic state control 
law which becomes effective if and 
when the Eighteenth Amendment 
and the national prohibition act are 
changed. Provides for local option. 

Louisiana—although the Hood act 
was repealed last year the state at- 
torney general believes that the re- 
peal was unconstitutional. ‘“Near- 
beer” and “blind tiger” acts remain 
in force. 

Other Restrictions 


Massachusetts—has comprehensive 
license law. 

New Jersey—has local option and 
license laws. 

North Dakota—constitutional pro- 
hibition law has been repealed, but 
the enforcement acts have not. 

Oregon—still has laws prohibiting 
the manufacture, transportation and 
sale of liquor, although one chapter 
of the basic prohibition law, closely 
following the provisions of the fed- 
eral act, has been repealed. 

Rhode Island — state enforcement 
act amended to permit sale of three 
Per cent beer. Still has laws pro- 
hibiting illegal sale, manufacture and 
Possession with intent to sell. 

In the remainder of the 20 states 
in which whiskey may be sold as 
soon as the Eighteenth Amendment 
is repealed, there are virtually no 
important restrictions, although mu- 
nicipalities and counties undoubtedly 


have laws and ordinances which will 
be invoked. 

The federal tax rate on liquor must 
also be straightened out before the 
distillers’ products begin to flow. The 
present law requires a tax of $1.10 
a gallon on hard liquor, but also pro- 
vides a tax of $6.40 a gallon on 
liquors “diverted for beverage pur- 
poses.” 

The tax on legal liquor will be at 
least the $1.10 mentioned in the law 
—the rate now charged on medicinal 
liquor—and it may be the $6.40 rate 
set up for liquor used for beverage 
purposes. 


Nelson Names Ramsey 


Herman Nelson Company, Moline, 
Ill., has appointed the L. W. Ramsey 


Company, Davenport, Ia. 


money on advertising. 


HIS is a serious flight into 
fancy mathematics for 
tough executives who spend 


Out of every 100 women, exactly 
100 women do a lot of buying for 


Knox Expands 
Schedule for 
Coming Winter 


Johnstown, N. Y., Aug. 3.—Charles 
B. Knox Gelatine Company has 
stepped up its advertising in antici- 
pation of enlarged buying power for 
the fag end of the summer and 
throughout the fall. 

During the dog days the company 
will feature “Cool Cookery,” by which 
housewives using Knox Gelatine can 
prepare tempting dishes with the 
electric refrigerator instead of the 
stove. 

The fall campaign will have its 
climax in a candy advertisement 


which last year pulled 26,000 coupons 
from one magazine. The headline 
was “Make 200 Delicious Pieces of 
Pure Christmas Candy for 34c.” 
While the form will be changed 
somewhat, the essentials of this copy 
will be repeated in a large list of 
papers, to which The Saturday Eve- 
ning Post is a newcomer. 

Other magazines on the fall sched- 
ule are Good Housekeeping, McCall's, 
The Ladies’ Home Journal, Woman’s 
Home Companion, Child Life, Par- 
ents’ Magazine, Woman’s World and 
American Magazine, 

The campaign is being merchan- 
dised to the trade as one in which 
104 grocery items are aided through 
their use with Knox Sparkling Gela- 
tine, which contains no sugar, flavor- 
ing or coloring. 


Coast Brewer in Drive 


Los Angeles Brewing Company, 
Los Angeles, has launched a Paci- 
fic coast newspaper campaign for 
Eastside Beer, emphasizing the 
thorough aging given the brew. 
Scholts Advertising Service, Los An- 
geles, is in charge. 


Kier Joins Donnelley 


William E. Kier, formerly presi- 
dent of the Kier Letter Company, 
Chicago, is now associated with the 
New York office of the direct mail 
division of the Reuben H. Donnelley 
Corp. 


White Tar Appoints 
White Tar Company, Kearney, 
N. J., has appointed Batten, Barton, 
Durstine & Osborn, Inc., New York. 


WOMEN... FOUR FOR A PENNY 
HUSBANDS FREE! 


themselves and for their families. 
And exactly 100 husbands frequently 
use the phrase “What did you buy 
that for?” with the result that what 
women buy turns out to be a happy 
combination of what they like plus 
what some male is going to think 
about it. 

It isn’t enough to convince the 


assured that he will remind her. 


‘ 


mythical woman who does 85% of 
the buying in retail stores. As an ad- 
vertiser, you must also convince the 
masculine shadow that inhabits her 
mind’s eye as she stands at the coun- 
ter. Is your product the ultimate 
word in style? Tell him too, that he 
may compliment her on her purchase. 
Is your product better in quality? 
Lower in price? Tell him, and rest 


What about “women four for a 


penny”? Simply this. It is one way of 
THE SHADOW OF A MAN STANDS BEHIND EVERY 


figuring the cost of telling your story 
in Redbook. Divide approximately 
650,000 subscribers into $1,560 a 
page, and see for yourself. And we’re 
especially modest when we let it go at 
that. Forevery thousand copies of Red- 
book are read by 1480 women and 1420 
men—nearly three readers per copy. 


~ 


we 


You say you don’t want to pay 
extra for male circulation? You 
don’t have to! It costs you 30% 
less to reach both sides of the 
family in Redbook than it costs 

to reach women alone in one-sex maga- 

zines. Even if it didn’t help to have 
men read your advertising (an unlikely 
situation) it would still cost less to 
reach women alone in Redbook. 

Sell the family and you sell all. 

Redbook Magazine, 230 Park Ave.. 


New York. 
.. ) — 


NOW A BOOK-LENGTH NOVEL, 
a $2.00 bookstore value, is printed 
complete in every issue of Redbook, 
in addition to the regular contents. 
Result? More interest in Redbook, 
more readers for your message, plus 
the long life for your advertisement 
only a monthly magazine can give. 


WOMAN WHO BUYS 
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Increasing Demand for Farm Pro- 
ducts Through Advertising 


At about the time that Henry A. 
Wallace, Secretary of Agriculture, 
was telling the American Institute 
cf Cooperation why he does not favor 
advertising of specific crops as a 
means of solving producers’ prob 
lems, Don Francisco, who has been 
closely associated with the successful 
marketing of California citrus crops 
for many years, was delivering an 
address analyzing the thinking back 
of the remarkable accomplishments 


which have been recorded in this 
field. 
Neither address was apparently 


written with reference to the other, 
but they can be read together to 
advantage. Mr. Wallace views con- 
trol of production as the only work- 
able method of insuring adequate 
prices to the producer, while Mr. 
Francisco sees in addition an oppor- 
tunity of controlling and expanding 
demand as well. That is, he looks at 
both sides of the shield of supply- 
and-demand, whereas Mr. Wallace 
seems content to view only one. 
The aphorism of the Secretary of 
Agriculture, who remarked that the 
capacity of the human stomach is 
limited, suggested, too, his view of 
the markets for food products as fixed 
and stable, even though he admitted 
that some of the changes in diet which 
have been induced and accelerated 
through advertising may have been 
a benefit to the consumer. But be- 
cause these changes do not mean in- 
creases in total consumption, he sees 
no advantage to the farm field as a 
whole in promoting them. 
Unfortunately for the Secretary’s 
reasoning, changes in eating habits 
will go on regardless of what the 
farmer does or does not do. The im- 
mense changes in the life of America 


in the past fifty years—from largely 
rural to urban, from mainly agricul- 
tural to principally industrial—have 
been accompanied by equally strik- 
ing changes in modes of living. None 
of these has been more radical than 
in the field of diet. 

Because habits of life have been 
changed, people’s ideas regarding 
food, both as to character and quan- 
tity, have varied at the same time. 
The health values of various foods 
have become more generally under- 
stood. The importance of more care- 
ful regulation of diet in order to 
control weight is now stressed by 
many. Among women, particularly, 
this has become a primary motive in 
the selection of food. 

In a situation of this kind, with 
change the only assured factor, any 
marketer, whether a farm group or 
a manufacturer, who insisted on sit- 
ting tight and merely reducing pro- 
duction to meet declining demand, 
would seem to be foolish. While it 
is true that per capita food consump- 
tion may remain about the same, so 
that increases in the use of one prod- 
uct may be offset by losses in an- 
other, the group which studies the 
consumer and stimulates and directs 
demand, thus insuring a _ profitable 
market for its products, would cer- 
tainly seem to be adopting the plan 
best calculated to insure profitable 
results. 

Farmers 
class, 


not consist of one 
but of many groups, all with 
special problems and diverse inter- 
ests; and those who have seen in ad- 
vertising a means of improving their 
relative position should be com- 
mended for having utilized it as other 
successful business interests have 
been able to do. 


do 


Progress in Newspaper Color 


Although the opportunity to use 
color in newspaper advertising is not 
yet entirely general, since a con- 
.siderable number of important pub- 
lications do not offer it, progress is 
certainly being made in this field, 
from the standpoint both of number 
of newspapers offering color and the 
quality of the work which is now 
available. If the development of the 
past few years may be taken as an 
indication, the future will see still 
further activities along this line. 

National advertisers are greatly in- 
terested in color and its application 
to newspaper advertising. The great 
growth in the use of color in all other 
divisions of advertising, including 
Magazine, outdoor, business paper 
and direct mail, has led advertisers 
to think in terms of color to a large 
extent. Reducing restrictions on the 
limitations ef newspaper advertising 


to black and white may reasonably 
be expected still further to increase 
interest in the medium on the part 
of the national field. 

The success which has been noted 
in the use of advertising in color in 
newspaper comic sections has had 
something to do with the increased 
attention of both advertisers and 
publishers to newspaper color gen- 
erally. In spite of its recent develop- 
ment, it has already become estab- 
lished as a standard form of adver- 
tising. 

Newspaper publishers who have 
been pioneering in this field have 
made substantial investments in spe- 
cial equipment and technical facili- 
ties for improved color printing, and 
the growing importance of color ad- 
vertising in newspapers seems to 
demonstrate that their efforts have 
been well worth while. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 515. 
Work. 
An intriguing presentation of the 

contention of Redbook Magazine that 

“the shadow of a man stands behind 

every woman who buys.” Contains 

the complete series of “shadow” ad- 
vertisements for Redbook which has 
appeared in the advertising press. 


No. 368. 


DANGER! Shadows at 


The Open Road for Boys 
Magazine Tells Its Story. 

This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market. 


No. 433. WLW—“The Nation’s Sta- 


tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting.on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 511. The Eyes of the World are 
on Chicago. 


An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 
spotted on a map of the city and 
tied up with actual photographs of 
the site. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


418. A Million Women with Mil- 
lions to Spend. 

“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 
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A NEW FIELD FOR GRAMMARIANS 


—Life. 
"Why can't you remember? 'I' before ‘e’ except after ‘c'l" 


Voice of the Advertiser 


Trowbridge Discovers 


Al Smith Selling Glasses 


I thought you 


To the Editor: 
would be interested in the unusual 
makeup of the two advertisements 
enclosed, which appeared in a recent 
issue of an Indianapolis newspaper. 

The “happy warrior” 


his sword here, but from his facial 


rattles his sword! 


“New York is just as much AMERICA 
as Texas, 7 or Florida” 
. declares Al Smith 


10 SOMEBODY SAV that “New York a famous steel magnate explains why OM 
DP atte plato vot but Yel ie 
sone co tee ee bull presents, some itlurn 
eld whecregetsthrown how what the depron bos 
eect eee loan, marriage 


bors Then there's a complete short novel by 
the vent of the Bie Cry Urs la Parrott, fy deg short stones 
speaking, ond with current installments on new novels by 
any Chamber of Commerce eabortet wpe Pollock and Agatha Christe 


me ceday—25¢—the biggest quarter's 
on the newsstand 


/ 
NOW ON , SALE! 


merican 


Magazine 


expression and the dominant position 
of his good old right arm it appears 
that this famous “shaker” is holding 
up to the gaze of the multitude a 
printed argument on the care of the 
eyes. 

Maybe he is shouting, “New York 
is just as much America as Texas, 
Oregon or Florida,” as the American 
Magazine emphasizes in its advertise- 
ment, but just the same he shouts 
for the optometrists, “Sick eyes can 
cause a sick body.” 

The newspaper makeup man sure 
gave swell position to the local ad- 
vertiser when he put Al Smith on 
the job. We Democrats can’t resist 
Al, and we know now where to buy 
our glasses. 

CHARLES R, TROWBRIDGE, 
Charles R. Trowbridge and 
Associates, New York. 

7 F 


Cuban Reader Finds 
“A. A.” of Value 


To the Editor: Every week we 
read ADVERTISING AGE, considering it 
one of the most interesting publica- 
tions in the advertising field. We 
are glad to be numbered among your 
subscribers, and hope we shall con- 
tinue to be for a long time in the 
future, as we keep all of your copies 
for reference. 

Our interest develops from the fact 
that aside from the Inclan Trading 
Company, we have the I. T. C. Ad- 


vertising Company, so that anything 


about advertising is of interest to us. 
We are taking the liberty of writ- 


isn’t rattling 


ing to you because we are very much 
interested in a new advertising me. 
dium of which we have heard. It is 
the Skywriter, which we understand 
is an English invention, and consists 
of a machine that projects advertise- 
ments in the sky. 

Assuring you that we are your 
best advertisers here in Cuba, we 
take this opportunity of offering you 
our services and letting you know 
that we are at your entire disposi- 
tion in this isle. 

Guipo G. INCAN, 


General Manager, Inclan Trading 
Company, Habana, Cuba. 
vvsy 


<t | Johnson Finds NIRA 


a Little Confusing 

To the Editor: How come? What 
is a poor radio station man to do? 

The upper right hand column on 
page 1 of your July 29 issue advises 
us that General Johnson is seeking 
the help and cooperation of all ad- 
vertisers and all forms of organized 
advertising to battle against the de- 
pression. 

And on page 28 of the August issue 
of Nation’s Business, friend Tugwell 
is quoted as follows: 

“Any social plan would have to 
include for industry all the functions 
which are now performed by the in- 
dependent agencies which have grown 
up because some one anticipated a 
profit from doing them. Even the 
worst case which can be cited, adver- 
tising, has obvious social functions. 
Persuading consumers to buy a dozen 
different articles of precisely the 
same uses and qualities is undiluted 
waste; but calling public attention to 
new goods or to new uses for old 
ones would always be necessary.” 

It is being said that others of the 
“brain trust” are opposed to adver- 
tising; so while the honorable busi- 
ness of advertising is doing no good, 
with the encouragement of General 
Johnson, we will keep right on work- 
ing until something better turns up. 

H. H. JOHNSON, 
Radio Station KMMJ, 
Clay Center, Neb. 

vvegy 


Copy Cub Called to 
Task About Fleas 


To the Editor: Copy Cub does 
either Mark Twain or E. N. West- 
cott an injustice in crediting the ret- 
erence to the beneficial effects of 
fleas on a dog to the former, as he 
did in a recent issue of ADVERTISING 
AGE. The phrase he had in mind, no © 
doubt, is this: } 

“A reasonable amount of fleas is 
good fer a dog, it keeps him f’om 
broodin’ on bein’ a dog.” 

This phrase appears in the book 
“David Harum” by E. N. Westcott, 
popular quite a number of years ago 
and perhaps before Copy Cub had 
reached the stage when he would be 
interested in that kind of literature. 

M. J. HUTCHINSON, 
Director of Advertising, The 
Canadian Magazine, Toronto. 


Terra Re Re. ana a eae eee Cr AS mi aa: ee aR meee gy Sok aaa, Monae bie ei SNe ee Sa Aseriongh eR eg eM PY Sty, eg Po oe eae aed The a eer sot 
ce ee a ee eee a ee a a ge Zo RT x vegies. a ie ae a 2. he . er é a 
oe a san ERR Eennnnennememmnees ee 
=e | —_—_ 
- ee = 
baie 2 
rs * A . 
e a J . ; a 
~& ft) | " ; A 5 
a Po “= ‘S Fan atl 
f DASA Mie | 
Ee REESE RE ’ Leon L yf ee 
ee esta FACTORY : ‘ 
cc ee nn "noo A" _ = 
JL tN Ss = 
...ee.Tel. HAR. 7504 a | 
...Tel. BRyant 9-6432 $ ¥ (he) 
be 
ot SZ N 
tees F3 a BZ ay . ae 
ace Fy Ez ; ZS 
Maes Fe . a 
fu C WO 
7 yey \ UrSq NY 
- a I S000. ’ - 7 (/ = | - =<) n ef, \ \ 
-A- ———/2-.\— } — 
es | a ax | Fer y 
A 
A ae le ‘a A 
SS — s AM rte So _ 
Hy) BL" > 
AB 7 
seein eae ccamamaremninipintaaiite 
ae 9 Er fe ) 
: ————— X SGly 
: by 
: a ST? re s ee 
FP P| P| _ = Sr 
ee 
a ee —— ————— —— = $$ ——————— 
He 
eats RRR OREM CH RAL TT CR ANE ENCE NN EOE EERE Sh SCRIBE 
a | 
a on, ot oso me creme | 
ee _— ind oa 8 grat bey to 
_ | ‘ 7 Sick Eyes | °=." te 
us seas ‘ Cnteee Ieee. | 
des Sick Body | ur uae ame | 
est Arend vo your eyes now before it te to tate, Coneah one of [i], OS, 8s mamer” memuntat dete 
Betis asvnd w por ore ser 2 
Ses ° EVPS PXAMINFDCLASSES FIFTED ating Ener 
oe SX; Established 30 Years witty | csr on caine om om 
Sires 2—STORES—2 JAFTE Samm ne sam canes cane 
rare . : Le a ee 
1m Der He OG IOTEA, 8 | oh oir a | 
The \ = 
| Happy Yn - 
Warrior 2 
FS s , 
nae F 
* Z Po | 
~~ ark 
Css eaeee Read Al Smith's lively arnicle today, and 
fr 8 Sn eae Sine eee | . 
* le set Iam Prey reveal, hy plone fe The | 
: ak mh, deco ccna een Oa Oe ys 
SN sre sax 
Bitten PS" 
ee a | 
4, 
Ieee eo! 5 aie : Dane t. +h: Sa Ig ea Sa oe Bei enya He pate a og ov eS ae AME RO Ee Le ees Te Tae Sah oer ee ers < esa 
a i a inti ek eee hpi SR eR ce aaa Fe ges Bee ae = Sideee Bioc 
; eer abe re ee is. eee gtr cs, onan bar as Ree Age eh cee 
— a tee ly) oo eae! aes ae aa CoD hoes eames s Rese pice ets 2 ee 


1933 


much 
ig me- 
It is 
rstand 
sists 
ertise- 


your 
a, we 
g you 

know 
isposi- 


N, 
‘ading 


sing 
What 
do? 

In on 
lvises 
eking 
ll ad- 
nized 
le de- 


issue 
gwell 


ve to 
‘tions 
1e in- 
rown 
led a 
1 the 
dver- 
tions. 
lozen 
the 
luted 
on to 
r old 
oa 
f the 
dver- 
busi- 
good, 
neral 
vork- 
S up. 
ON, 
MMJ, 
eb. 


leas — 
does — 
West- — 


> ref- 
s of 
is he 
ISING 
d, no 


as is 
f’om 


book 


cott, | 


; ago 


¥ 


had 
d be 
ture. 
IN, 

The 
to. 


DRPERIETES 8 ME 


4 


ADVERTISING AGE 


—_—_—— 


oo Saints 


ON SALE % 
TODAY © 


| 0 


AUGUST 5th 
NUMBER 


SOLVING WORLD PROBLEMS AS THEY RELATE 
TO AMERICA—THE TASK OF CORDELL HULL 


By Frank H. Simonds, distinguished American journalist, author of “Can America Stay at Home?” 
An article reviewing and interpreting the work of the Department of State 


AMONG THE ADDED FEATURES OF THIS ISSUE ARE: 


EYES THAT LEAD THE AIRMEN THROUGH DARK AND FOG 
By G. Frank Pendray, Science Editor 
A NEW DEPARTMENT ABOUT BOOKS AND AUTHORS 
By Harold de Wolf Fuller 
ANOTHER NEW DEPARTMENT —HIGH-LIGHTING THE MOTION 
. yi) o, | re ee ee | 
A “SCOTLAND-YARD” TO COMBAT CRIME IN U. S. A. 
By H. K. Chambers 
THE EPOCHAL WEEK-END IN WALL STREET 
Pat McKenna of the White House 
“Pilots of the Purple Twilight” 
Press Commentary on the London Failure 
Religious House Parties 


What is Hoover Doing? 

French Paintings that Stir New York 
The 12th of August in Scotland 

The Spice of Life 


THE NEW DIGEST 
INTERPRETS THE 
MARCH OF EVENTS 


SELDOM in history have Americans 
been more concerned about the im- 
mediate future. You want clear facts 
—all the facts that tell what is happen- 
ing in the world today. You want 
simple definitions of complicated prob- 
lems, stated with frankness, honesty 
and tolerance. 

The Literary Digest is giving you 
the opinions and informed viewpoint 
of skilled observers and men of affairs; 
and, in addition, all the significant 
news of the day, gleaned by an expe- 
rienced staff from the newspapers and 
periodicals of the world. Facts arerichly 
supplemented with special original fea- 
tures on politics, science, sports, relig- 
ion, and other fields of human activity 
—profusely illustrated with photo- 
graphs, original drawings and cartoons. 


The Literary Digest retains all the features that 
have made it the leading news-weekly of America 
for 44 years. Sport. Science. Politics. Business. In- 
ternational relations. Commerce. Drama. Poetry. 
Humor. Art. Religion. Personal sketches. Original 
drawings. Numerous photographs. The Literary 
Digest answers the questions a normal American 
would ask concerning today’s events. 


To know what's really happening in the world today, read 


THE LITERARY DIGEST 
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No. 79 of a Series 


Like Measles 


. slow in catching on 


| if | Z 


Red Book is making the heavens resound with its novel 
complete in one issue. 


Cosmopolitan advertises two complete novels in one issue. 


Love, that darling of the Tower Group, also has a com- 
plete novel in one number. 


University, the new monthly published by Life, has a 
complete novel in each issue. 


have they been these last three years? 


could be printed complete in one issue. 


Thousand Gone.” (It later appeared in book form.) 


of-the-Month choice and a best seller. 


the-Month choice and a best seller.) 


Well, ho-hum e e e It’s about time. Where 


Scribner’s Magazine started the whole business in 1930 
with an offer of $5,000 for the best short novel, which 


John Peale Bishop won that first contest with ““Many 


James Gould Cozzens was represented with “S. S. 
San Pedro”, which later appeared as a book, was a Book- 


Majorie Kinnan Rawlings was a discovery of that con- 
test. (Her novel, “South Moon Under” was a Book-of- 


You get the idea—fine stories, high-class stories by 
the best writers (not necessarily the best known writers) 
..... And three years before anybody else thought of it. 


CITIES SERVICE 
BUILDS SUMMER 
EFFORT ON FAIR 


Chicago, Aug. 3.—While oil com- 
panies throughout the country have 
been devoting their energies, almost 
without exception, to “challenging” 
all competitors on this, that or the 
other ground, and in bringing out 
“super” fuels of all types, Cities 
Service Company and its subsidiaries, 
operating throughout the middle 
west, have held aloof from all com- 
petitive discussion and have ad- 
dressed themselves to cashing in on 
the extra volume of traffic created by 
A Century of Progress in Chicago. 
Eschewing discussions of their own 
or competitors’ fuel, the company 
has built its advertising around the 
slogan, “At your service—all the 
way—to Chicago world’s fair,” which 
has been featured in outdoor adver- 
tising, on the radio, and in maps, 
folders and postcards distributed at 
stations. 
The company used 1,200 outdoor 
showings throughout its territory in 
June to feature this slogan, and will 
use a similar number during August 
to continue the drive for good-will of 
fair visitors, 


Much Station Material 


Backing up the outdoor drive are 
service station posters, car cards, 
folders, and post cards, as well as a 
special world’s fair map containing 
pictures of various buildings at A 
Century of Progress and a pictorial 
map of Chicago and vicinity. 

Typical of the tone taken by the 
Cities Service copy is that which ap- 
pears in a special folder distributed 
at filling stations. 

“Think of the fun you’ll have driv- 
ing to the fair . - a cool, restful 
trip . . seeing new places . 
new faces all along the way,” the 
copy says. 

“And the clean, neat-looking black 
and white Cities Service stations ... 
and dealers . - Waiting to greet 
you . - ready to serve you . 
each with an honest, personal inter- 
est in making your trip swift, trou- 
ble-free and economical. 

“You'll like the cheerful, friendly 
service at these stations . . and 
you'll like the Cities Service oils and 
gasolines they sell because they’re 
safe, powerful, dependable . . . make 
every mile a happy mile. 

“The courteous attendants at these 
stations are waiting for you... 
they’re prepared to give you quick, 
efficient service if you’re in a hurry. 
If you’re not . . . they’ll be mighty 
glad to have you stop off awhile 

- chat things over. 

“You'll be happy you followed the 

Cities Service trail to Chicago.” 
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LEATHER INSOLE and SPLIT ASSOCIATES 
Boston, Massachusetts 
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CARTOONISTS WAGE BATTLE IN SHOE PAPER 
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When Dewey and Almy Chemical Company, maker of Darex insoles, 
induced Rube Goldberg to give his inimitable version of how to 
determine whether a leather insole was leather or what have you, 
the company apparently started a cartoonists’ battle in the shoe 


Ad 
ting 


press. The Leather Insole and Split Associates accepted the chal- 


advertisement in a recent issue of 
“Boot & Shoe Recorder." 


lenge with this "Camelesque™ 
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A.A.A.A. HAS NEW 
BROADCAST FORM 


New York, Aug. 2.—The adoption 
of a standard order blank for spot 
broadcasting, similar to the standard 
order blank for publications in use 
since 1920, has been announced 
jointly by the National Association 
of Broadcasters and the American 
Association of Advertising Agencies. 

In so far as possible, the condi- 
tions governing the placing of spot 
broadcasting are similar to those 
governing contracts for publications. 
For example, the form declares that 
“the agency agrees to pay, and the 
broadcasting station agrees to hold 
the agency solely liable for pay- 
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Convention of 
4th District br 
Held by Mail =< 


permission to use it may be secured | 
from A. A. A. A. headquarters, 420 
Lexington Ave., New York, by quali- 
fied agencies. 


And what now? Well, while the rest get steam up 
and shake the pillars of civilization with their originality, 


“Buffalo Times” Has 


ment.” This is a clarification of the 
position taken by owners of mediums 


we’re doing something else new. We’re doing COMPLETE 


biographies. Not personality sketches, but biographies. 


Winner), Albert Jay Nock and others. 


You might as well keep up with things. You can start 
the biographies in Scribner’s Magazine now . . . . And 


carry them on in the other magazines three years later. 


By that time, there will be a new Scribner’s idea for you. 


SCRIBNER’S 


MAGAZINE 


50,000 Homes That Spend A Minimum of $500.00 A Month To Live 


Every month—by such men as John T. Flynn (bio- 
grapher of Rockefeller); Henry T. Pringle (Pulitzer Prize 


Refrigeration Supplement 


In connection with the local ob- 
servance of electrical refrigeration 
week, the Buffalo Times published a 
special 16-page tabloid refrigeration 
section, much of it in two colors, in 
which refrigeration advertising and 
home-making articles were included. 

The Times also devoted its win- 
dows to a display of refrigerators, 
and arranged for car cards and win- 
dow posters featuring the special 
event. 


Names Award Committee 


Clarence A. Lipman, secretary, 
New Haven, Conn., Advertising Club, 
has been named chairman of a com- 
mittee to decide upon the most ap- 
propriate form for the club’s newly 
created award of merit, to be given 
each year to the resident contribut- 
ing most to the city’s welfare. Other 
members are Charles A. Biever, 
Wells McMasters, Charles Staley and 
Nathan B. Stone. . 


Gets Whole Grain Account 


Advertising of Whole Grain Wheat 
Company, Momence, IIll., canner of 
Whole Grain Wheat and other health 
foods, has been placed with Reincke- 
Ellis-Younggreen & Finn, Chicago. 


Magazines, newspapers and direct 
mail will be used. 


and agencies and corresponds with a 
similar paragraph included in the 
new publication order blank, recently 
adopted. 


Other clauses in the _ broadcast 
form which coincide with those in 
the publication form are those guar- 
anteeing that the rates quoted are 
the lowest in effect and the agree- 
ment of the agency not to rebate to 
its client any part of the commission 
allowed by the station. 

Special provisions set up in the 
form, to take care of conditions 
peculiar to broadcasting, provide for 
the termination of a contract on two 
weeks’ notice, and for reimbursement 
of the agency by the station for the 
non-cancellable cost of live talent in 
the event of substitution of a sus- 
taining program with less than two 
weeks’ notice to the agency. 

As in the case of the newly adopted 
publication form, the spot broadcast- 
ing form will be made available for 
use by all agencies, regardless, of 
whether they are members of the 
Four A’s or not. Members will use 
a white stock imprinted ‘Member 
A. A. A. A.,” while non-members will 
use a colored stock without the im- 
print. 

A folder describing the form and 


a 

St. Petersburg, Fla., Aug. 3.—Syl- tab 
van G. Cox, member of the Advertfs- i 
ing Club of Miami, has been elected visi 
governor of the Fourth District, Ad- mee 
vertising Federation of America, ac: ing 
cording to an announcement by T. “| 
M. Griffith of St. Petersburg, the re- whe 
tiring governor. «ren 
Other officers elected were Marvin  cale 
H. Walker, Tampa, vice-governor; M. _ stat 
Thayer Newman, Jacksonville, secre- ren 
tary; and James M. Robertson, St. act 
Petersburg, treasurer. I 
The Fourth District of the A. F.A., _. opt 
which includes all the advertising ® rua 
clubs in Florida, inaugurated anovel’ pre 
plan this year of holding its annual tha 
convention by mail. Following the Wa’ 
advertising man’s belief that any: — sir 
thing which can be said can be writ- ma 
ten, all details of the convention were’ rs 
handled through correspondence, or 
Committees were appointed, the ma 
governor’s message mailed to each age 
club, nominations and resolutions _ lis 
were transmitted to the several clubs, do 
and the returns all were sent back to_ ; 
the governor of the district. sm 
The plan has worked out to the’ for 
complete satisfaction of all, and the tio 
last session of the convention has | he 
just been completed in the election of | é cie 
officers for the coming year. mé 
ee pa 


Allen Is Vice-president 


Marshall Allen, a member of the l 
staff of Charles Daniel Frey Com- 
pany, Chicago agency, for the past © 
year and a half, has been elected a | 
vice-president of that organization. 


Oliver United to Sanger | ,; 


Advertising of Oliver United Filt- 
ers, Inc., New York, has been placed 
with Alan Bridgman Sanger, New 
York. 
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117 NEWSPAPERS 
ISSUING INTERIM 


AB. C. REPORTS 


Absence of Statements by 
Large Dailies Noted 


Chicago, Aug. 3.—In line with the 
policy adopted by the board of direc- 
tors of the Audit Bureau of Circula- 


tions at a meeting in February of 


this year, making the publication of 
quarterly statements optional, 117 
newspaper members of the bureau 
have issued such statements for the 
second quarter of 1933. 

While this is a fairly sizeable pro- 
portion of the 916 member news- 
papers of the A. B. C., none of the 
papers in the larger metropolitan 
centers have taken advantage of the 
opportunity to present an interim 
statement, officials of the A. B. C. de- 
clare. All of the quarterly state- 


- ments which have been issued have 


- subject, 


been submitted by newspapers in 
medium-sized and small towns. 

The number of A. B. C. magazine 
and farm paper members who will 


issue interim statements cannot be 


determined as yet, since this pro- 
vision of the bureau’s regulations did 
not become operative for this group 
until July 1, 1933, which means that 
the first quarterly statements will be 
filed in October. Business papers are 
exempt from the provisions of the 
quarterly statement ruling. 


Follows Long Discussion 


Adoption of the policy of permit- 
ting publishers to issue quarterly 
statements if they so desire followed 
several years of discussion of the 
with several advertising 


- agencies and advertisers advocating 


_ the issuance of more frequent circu- 


lation statements, while publishers 
generally insisted that no useful pur- 
pose would be served by such action. 

Under the regulations adopted by 


_ the A. B. C. board, voluntary quar- 


terly statements must be issued on a 
form drawn up by the bureau, and 
duplicates must be filed with the 
bureau. Quarterly statements are 
subject to audit, as are all other A. 
B. C. statements. 

The original ruling on interim 
statements required these statements 
to be cumulative “from the beginning 
of the audit period,” but this pro- 
vision was stricken out at a recent 
meeting of the board, and the follow- 
ing was substituted: 

“Interim publishers’ 
when on a cumulative basis shall be 
rendered from the beginning of the 
calendar year. Interim publishers’ 
statements for newspapers shall be 
rendered on a quarterly rather than 
a cumulative basis.” 

In announcing the provision for 
optional quarterly statements in Feb- 
ruary of this year, P. L. Thomson, 
president of the A. B. C., pointed out 
that “this simply provides a standard 
way in which those buyers who de- 
sire more current circulation infor- 
mation can get it from those publish- 


_ ers from whom they want it. Whether 


or not it is furnished is entirely a 
Matter between the advertiser or 
agent on the one hand, and the pub- 
lisher on the other. The bureau 
doesn’t care.” 

“In practice it is expected that 
small newspapers will not be asked 
for the information, as their circula- 
tion picture changes so infrequently,” 
he said. “The advertisers and agen- 
cies want the data primarily on the 
Magazines and larger city news- 
papers.” 


Illinois Bottlers 


Plan Campaign 


Members of the Illinois Bottlers 
of Carbonated Beverages Associa- 
tion, meeting in Chicago this week, 
Mapped preliminary plans for an 
advertising campaign to combat the 
inroads made in their market by 3.2 
beer. 

Details of the advertising plan 
were not developed. 


statements 


Weithers in New Post 


T. J. Weithers, formerly advertis- 
ing production manager of Flor- 
sheim Company and the Chicago 
office of Batten, Barton, Durstine 
and Osborn, has been named pro- 
duction manager for Aubrey, Moore 
& Wallace, Chicago. 


Names Keelor & Stites 


Thistle Greetings, Cincinnati, O., 
maker of gift wrappings and greeting 
cards, has placed its account with 
Keelor & Stites Company, Cincin- 
nati. 


Is Advertising Manager 


Harry F. Michaelson has been ap- 
pointed advertising manager of Wild- 
wood, N. J., Tribune-Journal. 


**Post’’ Wins a 


Point in Comic 
Strip Argument 


Washington, D. C., Aug. 2.— The 
battle of the comics which has raged 
here between the Washington Post 
and Herald entered a new phase this 
week with the granting of a tempor- 
ary injunction by the Supreme Court 
of the District of Columbia, restrain- 
ing the Herald from publishing “The 
Gumps,” “Gasoline Alley,” “Winnie 
Winkle,” and other comics syndicated 
by the Chicago Tribune Newspaper 
Syndicate. 

The Post these 


has published 


comics exclusively in Washington for 
about ten years, and has been pub 
lishing them simultaneously with the 
Herald since July 15. 


How Controversy Started 


The controversy was precipitated 
when the Post was sold to Eugene 
Meyer at a bankruptcy sale, where- 
upon the Tribune Syndicate trans- 
ferred the rights to the comics to the 
Herald on the assumption that the 
contract with the Post had been 
voided by the bankruptcy. 

In securing the temporary injunc- 
tion, the Post was required to fur- 
nish a $10,000 bond to indemnify the 
Herald for losses sustained if it is 
finally found that the Post is not en- 
titled to exclusive use of the comics 


in Washington. 


Chains to Continue 
Fight on Alabama Tax 


Following reversal of a decision of 
the Montgomery, Ala., circuit court, 
which held the state chain store tax 
unconstitutional, chain store opera- 
tors have announced that they will 
carry the fight to the United States 
Supreme Court. 

The action against the tax, which 
ranges from $1 to $75 per store, is 
led by a group including L. K. Lig- 
gett Company, J. C. Penny Company, 
and Mobile Piggly Wiggly Company. 


Increases Budget 


Perfection Stove Company, Cleve- 
land, has announced a substantial in- 
crease in its advertising budget for 
fall, much of which will be used in 
national magazines and farm papers. 
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ELECTING a market where the public spends 
freely is of first importance in advertising today. 


Chicago ranks first in the nation in spending. ... 
Retail sales are up more than 11% which is from 
5% to 25% in the lead of all other cities. 


The World's Fair, in Chicago has put approxi- 
mately $100,000,000 in circulation during the 
first two months which portends an expenditure 
of half-a-billion dollars for the total five months. 


Outdoor Advertising will cover completely this 


premium market during 
October, whether the 


August, September and 
people comprising the 


market be Chicago residents or visitors to the 
Fair from Peoria or Timbuctoo. 


Because only in Outdoor Advertising do crowds 


represent circulation. 


Write, phone or wire for details. 


‘General Outdoor Adv Co > 


515 South Loomis St., 
Chicago, Ill. 
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ADVERTISING AGE 


August 5, 1933 
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‘CAFAY DRY’ IS 
NEWEST DRINK 


New York, Aug. 3.— Canada Dry 
Ginger Ale, Inc., which descended 
upon the American market some 
years ago from Canada with only 
one product—ginger ale—is rapidly 
developing a complete line of bever- 
ages. 

Having recently announced its in- 
tention of marketing both foreign 
and domestic brands of beverages 
much stronger than its ginger ale 
and sparkling water, the company 
has now introduced an entirely new 
product — Cafay Dry—in the New 
York market. 

This new beverage, a pure carbon- 
ated coffee drink prepared with 
coffee, sugar, flavors and carbonated 
water, has been placed on sale in 
several key spots in metropolitan 
New York to test its sales potentiali- 
ties. It is believed that the new 
product is the first attempt to mar- 
ket a carbonated coffee drink. 

No promotional effort of any kind 
is being placed behind the new prod- 
uct, which is on sale in a limited 
number of retail outlets, but con- 
sumer reaction is being watched 
closely to determine the wisdom of 
extending distribution and inaugur- 
ating special promotion for the drink. 

Cafay Dry comes in twelve-ounce 
bottles of the same general shape 
and sizes of Canada Dry ginger ale 
and sparkling water, and expected 
to retail at about two bottles for 25 
cents. The bottles carries a main 
label and a neck label done in brown 
and silver. with the neck wrapped 
in silver foil. 


Miss Titus Promoted 


Household Magazine, Topeka, Kan., 
has announced the appointment of 
Miss Zorada Titus as director of The 
Household Searchlight, the maga- 
zine’s national testing home. Miss 
Titus succeeds the late Harriet W. 
Allard, to whom she has been assist- 
ant as foods and home equipment 
specialist for six years. 


AVERAGE PERCENTAGE OF TOTAL APPROPRIATION SPENT IN EACH MEDIUM IN 1932 
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Breakdown of the 


advertising budgets of 285 advertisers for 1932, as analyzed by the Association 


of National Advertisers. 


Bergman in Charge of 
Southern Rice Copy 


James Bergman, Jr., formerly with 
Hanff-Metzger, Inc., has been named 
to direct sales and advertising of 
Southern Rice Sales Company, New 
York. 

An extensive advertising and mer- 
chandising campaign is planned. 


Starts “Hoosier Editor” 


Frederick Landis, Logansport, Ind., 
the “Hoosier editor” of radio broad- 
casting and newspaper. syndicate 
writing, will launch the Hoosier Edi- 
tor, a new magazine, on Oct. 1. 


Thousands follow the 
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—The World-Herald. 


DELIVERED TO 
8 OUT OF 10 
OMAHA HOMES 
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been the leader in local, 
want ad advertising lineage. 


on every count... 

your advertising schedules. 
chet 
Lr. 


With a big edge in circulation.. 
big edge in genuine reader interest—The 
Omaha World-Herald has for 25 years 
national and 


Omaha World-Herald's 
Muny Golf Tournament 
through the Home Paper! 


Six hundred public-course players 
interest 
finals 
National 
Twenty prizes for finalists 
the 


Omaha's leading home newspaper 


Support of many similar events 
has won for The World-Herald the 
enduring good-will of all Omaha 
citizens. 


With The World-Herald far in the lead 
with increased grain 
and livestock prices pouring new wealth 
into the Omaha territory every day—be 
sure to add The Omaha World-Herald to 
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O'MARA & ORMSBEE, INC., National Representatives 


MORE FLEXIBLE 
BUDGETS SEEN 
IN NEW STUDY 


(Continued from Page 1) 


expenditures in 1932 and budget al- 
lowances for 1933. 


Have Shorter Budgets 


Only 64 of the budgets for 1933 
were definitely made up for 12 
months in advance, as has been cus- 
tomary, but 124 were laid out for a 
year, subject to revisions at regular 
intervals. Except for 44 made up on 
a month to month basis, the re- 
mainder were laid out for from two 
to six months in advance. 

Another striking example of change 
lies in the tendency to revise meth- 
ods of budget determination. The 
proportion of companies which ar- 
rived at budget figures according to 
“a fixed percentage of sales for the 
previous year’ has been reduced in 
comparison with the year 1930, while 
the percentages of those basing ad- 
vertising allowances on “a fixed per- 
centage of estimated sales for future 
year” and “an estimated amount 
needed for an adequate campaign” 
have increased from 37 per cent to 
49.8 per cent and from 13 per cent to 
31.2 per cent, respectively. 

Apparently, advertisers have re- 
trenched during the past four years 
by decreasing the number of me- 
diums employed, rather than by de- 
creasing the appropriation for each 
medium 


Use Fewer Mediums 


Whereas 74.1 per cent of the com- 
panies used magazines in 1929, 51.6 
per cent used this medium in 1933, 
and while newspapers were favored 
by 54 per cent in 1929, they were 
used by 44.7 per cent this year. Ra- 
dio advertisers decreased from 24.4 
per cent in 1929 and 28 per cent in 
1930 to 18.7 per cent in 1933. 

Agricultural advertisers appeared 
the most consistent, the percentage 
ot those using farm journals increas- 
ing from 14.2 per cent in 1932 to 
14.6 per cent in 1933. Figures for 
previous years were not available. 

The only large gain scored by any 
type of advertising was an increase 


from 6.7 per cent to 12.8 per cent from 
1929 to 1933 in the number of adver- 
tisers using free goods and allow- 
ances. The percentage investing ad- 
vertising funds in premiums and 
miscellaneous novelties increased less 


than 1 per cent in the four-year per- 
iod. 

In most cases, companies with the 
largest appropriations reported the 
highest ratio of advertising expendi- 
tures to net sales volume. 


How Averages Compare 


Averages for companies with ap- 
propriations of more than $500,000 
in 1932 were higher than averages of 
companies which spent less than 
$500,000 in the following industries: 

Agricultural equipment and sup- 
plies; clothing and accessories; cof- 


fee and tea; drugs and toilet ar- 
ticles; drug sundries; _ electrical 
equipment and _ supplies; financial 


and insurance; floor coverings; gro- 
cery products; jewelry, clocks and 
silverware; proprietary medicines; 
radio equipment and supplies; shoes; 
travel and transportation 

The furniture and home furnish- 
ings group was the only one in which 
companies with larger appropriations 
averaged lower, in relation to net 
sales, than companies with smaller 
appropriations. 

All companies in the following 
groups reported 1932 appropriations 
of less than $500,000; auto trucks; 
confections; heating, air condition- 
ing and refrigeration equipment; 
household electrical appliances; knit 
goods, hosiery and underwear; of- 
fice equipment and supplies; paints 
and varnishes; and textiles. 

The automobiles, auto accessories 
and petroleum products groups in- 
cluded no companies spending less 
than $500,000 in 1932. 

The largest advertising expendi- 
tures in relation to net sales in con- 
sumer goods for 1933 was shown by 
the proprietary medicine group, with 
a percentage of 41.67. The drug and 
toilet articles industry was second 
with 26.3. 

Some others were: petroleum prod- 
ucts, 11; coffee and tea, 7; grocery 
products, 7.05; drug sundries, 6.41; 
automobiles, 4.5; textiles, 3.37; finan- 
cial and insurance, 1.42. 


Percentage Increases 


The proprietary medicine and drugs 
and toilet articles groups apropriated 
a larger percentage of net sales vol- 
ume for advertising in 1933 than in 
1932. So did the electrical appliance, 
radio, clothing, agricultural and tex- 
tile classifications. The remainder 
showed little change or decreases. 
No figures could be obtained from 
tobacco advertisers. 

Administrative expenses of adver- 
tising departments in 1933, including 
salaries, traveling expenses and gen- 
eral overhead, ranged from 2.3 per 
cent of the total appropriations for 
coffee and tea advertisers to 17.5 per 
cent for the clothing and accessories 


|per cent for talent. 


group, with the median about mid- 
way between the two figures. 

Space production costs, such as 
charges for art work and “mechan- 
ical” expenses, ranged from 2.6 per 
cent of the total appropriation in the 
consumer goods division to 10 per 
cent. The percentage for the drug 
sundries group was 7.1; grocery prod- 
ucts, 4.7; automobiles, 3.8; petroleum 
products, 4.0; 
ticles, 3.0, and proprietary medicines, 
1.9. 

Comparative Use of Mediums 


A table based on reports from 163 
advertisers shows that 40 are using 
more magazine space in 1933 than 
in 1932 and 39 are using less. News- 
paper budgets were increased by 31 


tra allowance from 17 and a cut 
from 25. The three mediums were 
being used by 111, 105 and 54 adver- 
tisers, respectively. 

The A. N. A. investigators made 
an important addition to the data on 
radio advertising, when they deter- 


spent an average of 15.6 per cent of 
total appropriations for time and 5.2 
The percentages 
for 1933 were 13.1 and 5.4. 
Non-members may obtain a copy 


for $10. 
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Church, Goldstein 


to “Woman’s World” 


Allen Church and “Jake” Goldstein 
have joined the Chicago staff of 
Woman's World, the former as west- 
ern manager. 

Both were formerly with Capper 
Publications. 


Features Yeast Cake 


Advertising will get under way 
Aug. 10 in the west for a new com- 
bination of sweet chocolate and yeast, 
developed by Boldeman Chocolate 
Company, San Francisco, which is 
said to eliminate the yeast taste en- 
tirely. 

Emil Brisacher and Staff, San 
Francisco, is in charge. 


Thompson Drafted 


Frederick I. Thompson, publisher 
of Alabama Journal, Montgomery, 
and former publisher of two Mobile 
papers, has been appointed a mem- 
ber of the advisory board which 
will supervise the federal public 
works program. 


Big Outdoor Drive 


Mayers Company, Los Angeles, has 
just released a summer outdoor cam- 
paign for Pennzoil Company through 
National Outdoor Advertising Bu- 


reau, in which 210 towns and cities 
in eleven western states are covered. 
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Johnson’s Baby Powder 
Gets Record Results 


from True Story 


Magazine 


4 Consecutive Years 1929-1930 -1931-1932 
True Story Outpulled All Other Magazines 


CHIDNOFF swore. 


HEN a magazine has done such a consistently outstanding 
W job as True Story has for us, they are entitled to tell other 
advertisers. This series of letters, written by me over a four-year 


period, makes further comment unnecessary. 


yO lee 


Director, Baby Products Division 


Johnson & Johnson 


EAD this remarkable 

series of letters written 
year by year appraising the 
results of the year’s adver- 
tising. Awarding the palm 
each year to True Story! 


82% Actual Buyers 


Investigators from the ad- 
vertising agency, Young & 
Rubicam, checked returns in 
the Fall of 1932. True Story 
showed 82% actual buyers. 
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| If you'll put down that toy, Brother Bill, and listen... .UMl 

tell you a secret... .it seems that this powder Mother's been 

using lately is made especially for us—only think!...1 

knew it was different... . it's so soft and fine... . That's why 

we're not chafed any more, Mother says. That's why we're 

so comfortable too, I'll bet.... and maybe that’s why you're 
so much better behaved!"’. . 


(THE CHIEF CHEMIST SAYS ) fofuusons 


BABY powders are different — largely aby 

because of the difference in tales. The 
} costly Italian tale used in Johnson's Powder 
| Baby Powder is made up of soft, tiny 
flakes—bur the cheaper tale used for 
some baby powders contains sharp, 
needle-like particles! The trained ob- 
server readily sees this difference under 
a microscope, and you can feel it your- 
self, this way... 

Rub a little Johnson's Baby Powder 
between your thumb and finger—then 
try another powder. You'll know, soon 
enough, if it’s made with inferior talc! 

Johnson's Baby Powder contains nc 
stearate of tinc 


Ask your dealer also about Johnson's Baby Soap and Cream 

Note tHE copy | 
CARRIES NO COUPON — | 
| 


X ORLD’S LARGEST MANUFACTURERS OF SURGICAL DRESSINGS 
THE READER MUST WRITE 20” CARTRIDGE SPOOL ADHESIVE PLASTER, ETC 

. 
FREE SAMPLES: Let us send you a generous free sample of Johnson's Baby Powder. With it 
we ll include free samples of Johnson's Baby Soap and Cream —two other products important to a baby's 
comfort. Wine to Baby Products Division, Dept. S.C. Johnson & Johnson, New Brunswick, N. J 


L 


TRUE STORY MAGAZINE 


ouve made a better baby of el 


‘ : DD Zaeteweks “I'm 80 glad I chose you for my mother! You're lovely to look 
} seis at, first of all—and you have the very kindest bands, and 
the softest voice I ever beard. And you know so much! Whe 
else but you would bave understood what was wrong, those 
terrible days when I cried and complained? You knew u bat 
| the trouble was! Yes... you said to me... 

| «Darling, you're chafed. | feel sure we're not using the right 
hind of powder.’ So you looked about—and found a powder 
> made ‘specially for me! It’s softer and finer than any we've 
ever bad before. When it nestles down next to me, cory and 
cool, I know I'm going to be comfortable! Do you wonder 

I love you?... You've made a better baby of me!” 


A 
MY 


a eee 


“This placed True | 
Story as the lowest | 
cost per inquiry on 
my national ad- | 
vertising list” d 


be | 
ur. Ned Doyle, 19 30 
True Story Magazine, 
Graybar Building, 
New York City. 


Dear Ned: 


Since writing gy previous letter to you 
concerning coupon returns from our 1929 advertising, the 
agency has furnished me with an analysis of the returns 
for the full twelve months of 1929. This shows True Story 
to be in even a better position than our nine month count. 


We received during the calendar year of 
1929 and from Baby Products advertising in True Story only 
during that year, 11,602 coupons at a cost per coupon of 
$1.21, and a total of 1.090 returns per thousand circulation. 


This placed True Story as the lowest cost 
per inquiry on my national advertising I{st. and second in 
number of returns per thousand circulation on the list. 


In justice I might add that the publication 
which produced the highest number of inquiries per thousand 
circulation did so at a cost over double your own, and this 
same publication had three full color pages and three half pages 
in black and white, whereas your schedule called for only six 
insertions of two column black and white space. 


In addition, January of this year has brought 
in over five hundred additional coupons from the 1929 True Story 
advertising, which is a considerably greater number than have 
come in from any of the other publications, and it looks entirely 
possible that by the end of June, when the bulk of all 1929 coupons 
will have been returned, True Story may have climbed to first place 
in the number of inquiries per thousand circulation. 


With kindest personal regards, 


Yours very truly, 
JOBN JQ 


H. W. Roden Ohes_— 


AMCG. Ec7 Director Baby Product vision 


Cable Address: Aqueous 


“This is the second — 
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} 


Baby 
Note THE SAMPLE 


OFFER ENJOYS LITTLE Powder 
DISPLAY. pics pry BS! be order that yew may tert Jobavon') Baby Powder without 


¢ will be glad to send vou a gemerous vample—free of charge. With 1 
vom a free sample of Jobmson's Baby Soap and Cream, for vom te try 


“ with the powder, Write te Baby Products Divrom, Dept 9K 
jobmvon @ Johnvow, New Brunvwnch NS J 


Geh vsen Goh 


aor ARGEST MANUFACTURERS OF SURGICAL DRESSINGS 


AeTRIDGE SP ADHESIVE PLASTER, ET 


The Chief Chemist explains 
matters ... There is an impor 
tant difference in baby powders, 
which you will Galesscead 
when you know the difference 
in tals The high-grade Italian 
talc used for Johnson's Baby 
Powder ts made up of soft, tiny 
tlakes~ but the inferior talc 
used in some baby ywders 
contains sharp, needle Pike par 
ticles! The trained observer 
readily sees this difference un 
der a mictoscope—or you can 
feel it this way 

Rub a little Johnson's Baby 
Powder between your thumb 
and finger Now do the same 
with other powders... you'll 
know, soon enough, if they re 
made with inferior talc! Decide 
wisely’! Another important 
thing to remember. Johnson's 
Baby Powder contains ne stea 
rate of zinc 


Be sure your baby bas the best 


di soaps, too . . . Johnson's 
aby Soap is a delightful, 


mildly fragrant soap, made ¢ 

pectal!y tor babies—trom purest 
high-grade olive and other 
vegetable oils. It ts as bland and 
soothing as the finest Castile 
soaps—but unlike Castile 
Johnson's Baby Soap gives a 
rich, smooth lather and rinses 
quickly and completely, leav 
ing the skin soft and velvety 
Note this fact, also—whereas 
Casule soaps are not always 
pure or uniform in quality, 
every cake of Johnsons Baby 
Soap conforms to the highest 
standards of purity 


Babies need the extra comfort 
of this cream . . . Johnson's 
Baby Cream is also made es 
pecially for babies, from purest 
ingredients. Ir is bland and 
soothing, and relieves chafing, 
prickly heat, ‘diaper rash, 

and other mild irritations of 
the skin. A little of this cream, 
rubbed gently on the baby's 
skin before going outdoors, 
will prevent painful sunburn 


consecutive year 
in which True Story 
has led my list’ 


' 


a ane 


True Story Magazine, February 
Graybar Building, Twenty-Sixth 
New York City. 1981 


Deer Mr. Doyle? 


We have just finished making an analysis of the coupon 
returns from our 1930 magazine advertising, and here's the result: 


PUBLICATION SUMMARY 


Johnson's Baby Powder 
No. of No. of Cost per 1,000 
Publication ~Ade_ Coupons Inquiry Circulation 
True Story 25,476 $0 
10,546 2 
2 
2 
2 
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From this you will see True Story heads the list in the 
matter of returns in every department. With the same number of ads as run 
in eech of the other national media, we received practically twice as many 
inquiries from True Story readers as we did from any other one publication; Y 
the cost per inquiry was by @ considerable emount the lowest on the list; Y 
and the number of inquiries per thousand circulation was double that of 
the nearest of the other publications. 


It was over three years ago that I began to realize that 
True Story offered a direct route to wage earner homes, the biggest single 
consumer market in the country. A gateway to this particular market, so fer as 
I could see, offered by no other publication. This belief has since been 
verified not only by direct returns such as shown above, but by every analysis 


we have been able to make of the effectiveness of our Beby Products advertising i 
in True Story. y 


This splendid performance on the part of True Story substantiates o 
my personal enthusiasr for the publication as an advertising medium for ay f 
product, amd indicates the tremendous influence your book has on its readers. 
This is the secomd consecutive year in which True Story hes led my list, and 
neturally I am in it with e full schedule in 1931. § 


Yours very truly 
4. W. Roden JOHNSON & JOHN: “ 


Coble Aitiitms Aqueous ——— ake. ‘ ~ 


Director Bal ‘roduct vision 
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TRUE STORY MAGAZINE 


"L hnow the loveliest, loveliest secret! If 
you'll come very close, Uli whisper to 


you see 

"I'm as close as | can be without 
climbing into your play-pen, so there! 
Hurry up. Tell me!” 

"It’s this. You kno: bow dreadfully 
cross | used to be. Mother said I took 
after my daddy, and be said. . " 

“Um-b'm, | remember!” 

"Well mow, they're both so pleased 
with me! ‘Cause I'm cheerful, you see.” 

“And the secret... ?” 

“It's this powder mother’s been using, 
lately! It’s softer than amy I ever felt 
before. All silky-like and cozy 

"I hmew you'd like it!” 

“Um'm_st heeps me so comfort. 
able—and I'm not chafed any 
more! Not a bit. But shh... 
that's just between you and 


” gofuson's 


Here's a thumb-and-finger cest 
that will show you an important 
difference in baby powders 


Try this. Rub a little Johnson's Baby Pow 
der between your thumb and finger— then 
do the same with other baby powders 
Your sense of touch will show you an um 
portant difference which the chemist sees 
under a microscope 

Johnson's Baby Powder is velvety soft 
and smooth—superlatively fine! That's 
because it is made from finest Italian 
talc, which is composed of soft, tiny flakes 
Burt—the inferior tale used in some baby 
powders contains sharp, needle-like par 
ticles You wouldn't want them next your 
baby's skin' Another important thing to 
remember: Johnson's Baby Powder con 
tains no stearate of zinc Decide wisely! 


This soap will piease your baby, too! 
You and your baby will both likeJohnson's 
Baby Soap. It is made from purest high 
grade olive and other vegetable oils. It is 
just as bland and soothing as the finest 
Castile—but it makes a richer lather than 
Castile and rinses off more easily, leaving 
your baby’s skin soft and velvety. Try it! 


Extracomfort for babiesin thiscream! 
Johnson's Baby Cream relieves cots 
chapping, ‘diaper rash,” and other mild 
irritations of the baby's skin It is bland and 
re pe and absolutely pure. If you rub a 
little of it on your baby's face and hands 
before the daily airing, it will prevent 
chapping and windburn 


FREE SAMPLES! Send for our free Geft Bow com 
tasnong 4 generous sample of Johnson's Baby Powder, 


Johnson's Baby Soap and Johnson s Baby 
Cream Write to Baby Predacts Divirion, 
Dept. R-l, Jobuson & Jobnson, New 
Brenswick, NJ 


Gohmven «fehmsom 


WORLD'S LARGEST MANUFACTURERS OF 


SURGICAL DRESSINGS, “2 0 RTRIDGE 
SPOOL ADHESIVE PLASTER, ETC 


Baby Powder 


at 


TRUE STORY MAGAZINE 


Baby powders differ — 
and your thumb and finger 
will prove it! 

Do this. Rub several different kinds 
of baby powder between yourthumb 
and finger, one at a time. Some 
kinds, you'll discover, feel harsh and 
unpleasant to your touch. Now . . . 

Try Johnson's Baby Powder! Feel 
the velvety softness—the fine, silky 
smoothness! 

What makes this great differ- 
ence?... 

Johnson's Baby Powder is made 
from finest Italian tale, which is 
composed of soft, tiny flakes. But 
—the inferior tale used in some 
baby powders contains sharp, needle- 
like particles! You wouldn't want 
them to touch your haby’s skin! 

Another thing to remember: 
Johnson's Baby Powder contains no 
stearate of zinc. 


Be careful, too, 
about your baby’s soap! . . . 
Try Johnson's Baby Soap! Notice its 


“Oooh, Bill—see what the papers say! 
‘The Stork—Expected Here To-day!" 
My goodness... he should know the news 
About the powder babies use!” 


k J a 
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“TU call him now!— Hello-—hello— 
Say, Mr. Stork, you ought to know 
We have a baby powder here 
That makes the chafing disappear!” 


a 
a 
A 


J r 
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@ “Uh Bilt—I can't help hugging you! 
A 


ind think how glad the stork is, too! 
For now he knows as well as we 
FOwDER 


CREAM 


a 


= 2a 30m 


a 


That babies can live comf ably!” 


Cat STORK SOME Gog, 


Mace, " 


smooth rounded edges and delicate 
fragrance. See how quickly the rich 
lather comes—how gently it clean- 
ses—and how swiftly it washes 
away! Even the finest, most expen- 
sive castile soaps cannot equal 
Johnson's Baby Soap—for it is made 
especially for babies, from purest 
high-grade olive and other vegetable 
oils. Try it—to-day! 


To give your baby extra comfort, 
use this cream... 

To relieve chafing, chapping “diaper 
rash”, prickly heat, and other mild 
irritations of the baby’s skin, use 
Johnson's Baby Cream. It is made 
from purest ingredients, andis bland 
and soothing. It will prevent wind- 
burn and sunburn, if you rub a 
little on your baby’s face and hands, 
before going outdoors. 


EE SAMPLES! Send for our free Gift” 


Box containing a generous sample of 
Johnson's Baby Powder, Soap and Cream. 
Write to Baby Products Division, Dept. E-1 
Johnson & Johnson, New Brunswick, N. J. 


febrero ohnn 


World's Largest Manufacturers of Surgical 
Dressings, “Z O” Cartridge Spool Adhe- 
sive Plaster, etc. 
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“This is the third 


successive year in 
which True Story 
has led our list” 


ae 


Janue: 
Twenty-Si xth 
Mr. Ned Doyle, 19 22 
True Story Megezine, 

Grayber Building, 

New York City. 


Dear Ned: 


I have just completed an analysis of the complete coupon returns from 

our Beby Products advertising in the national magazines in 1931. You will, 
I am sure, be interested in the very favorable position of True Story. A 
comparison of the number of coupons, inquiry cost, and number per thousend 
circulation follows: 


— Totel Cost No. Per 
+o No. of per 1,000 
Publication —Ada_ Space Coupon Cireuetion 
True Story 5 BAW Page 41,105 -55 4.08 
Magezine A 5 e s 18,672 1.50 1.97 
Magezine B 5 ® sd 26,450 1.65 2.14 
Magazine C 5 8 e 25,582 1.74 1.95 
Magazine D ~ © > ® —1.22_ 1.84 


This is the third successive year in which True Story hes led our list by 
producing the greatest total number of inquiries, the largest number per 
—- circulation, end at the lowest cost per inquiry. This record is an 
enviable one, and provides the basis on which you have been 

schedule for 1932. = ee 


Yours very truly, 


JOHNSON & JO 
H. W. Roden é 
AveG, Director Baby Products Division 
Cable Address: Aqueous 


“True Story again 
heads the list for 


the fourth consecu- 


tive year” 


~~ 


Mr. Harold Wise, February ay 
True Story Magazine, Twenty-Eighth = 
Graybar Building, 1933 
New York City 
Dear Harold: 
I have just completed an audit of coupon returns for Johnson's Baby 
Powder advertising during the full twelve months of the year 1932. 
These returns in detail, and the comparative standing of the various 
publications on my list, follow: r 
No. of Total Cost No.Per 2 
Publication ads No. of Per 1,900 4 
Coupons Coupon Circulation 3 
True Story 5 pages 42,275 58 5.50 ; 
Magazine A 4" 9,274 42 9.68 
Magazine B ° ed 6,675 299 3.36 
Magazine C a? 4,961 1.01 1.91 
Magazine D a” 19,040 1.18 2.52 
Magazine E a” 25,045 1.50 2.40 | 
Magazine F =? 21,0862 1.57 2.10 
Magazine G a" 19,650 1.39 1.82 = | 
BS 
Total 147,976 1.09 2.85 


I don't mind, and I am sure they won't, identifying Magazine A as being 
Parents' which possibly should not find a place In a comparison of so- 
called general migazines. However, the extremely high percentage of 
inquiries per thousand circulation makes its identity desirable. 


True Story again heads the list for the fourth consecutive year in the 
total number of coupons returned, at the lowest cost per inquiry. This 
is really a remarkable record and one to which you have every right to 
point with pride. In a measure I share that pride, for you will recall 
that some years sgo, before I had final authority on any of our media 
lists, I battled for True Story and aided in a small way in having it 
put on its first list in our house. 


If the above figures are of any value to your sales organization, you 
have ay permission to use them in your sales work. However, I would pre- 
fer that they not be used in any trade publication advertising. 

With all kindest regards, 


Yours very trul 


” he 
at 
Cable Address: Aqueous H. W. Roden 5 
AmcG. Baby Products Division x 
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JUST A LITTLE /Saby pach-/col fol, / 
*€* 1933 
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<j “Listen, Alice! Put down that goofy “What's that vou say? Is my back REALLY “MW hat did | tell you— she's gone for it 
ne thing @ minute and take a look at my all covered J with little red spots? Howter- fast as she can! We'll stand here —and 
a back. Nobody po coved | it bast Ba rible!—It feels terrible too! Oh, wait - when she sprinkles it over us it U feel like 
a “cause nar in such a flutior “bout a lovely cool shower-bath. My back will 
i going on “<a vacation, and now it pipe son's be comfortable ‘fore you can say ‘Jack 
peers funny all hot and prickly!” — Powder, vou see if she doesn't! Robinson!’ — Ooh — I can hardly wait!” 
OHNSON’S BABY POWDER is made _ really gritty. Now try John isn't made of the finest, purest olive and 

from tiny fluffy flakes of the purest — it downy-soft and fine Re <a smooth — vegetable oils—specially for babies! 
Italian talc. That is why it is so smooth, — enough to be wondertu he And there is extra comfort for your 
so silken-textured, so superlatively omforting. It’s the only powder for baby in Johnson's Baby Cream. Bland 
fine. But in some other powders in- h abies! And remem! on Johnson's — and healing, it quickly relieves mild 
ferior tales are used. They contain Baby Powder contains no zine stearate skin irritations like “diaper-rash” and 
harsh, needle-like particles that are . NO OTrris-ro« or chafing. Uniformly pure and pleas: sant 

actually irritating to baby’s tender skin. ies cillhilde vincent ali denies to use. it will protect your baby’ 
Mother, you can discover the differ- hehes Rauew " skin from painful windburn an i 

ence in powder textures this way: Try . PPY — chapping. Many mothers prefer it as 
several different baby powders one at Babies appreciate Johnson Baby Soap! an all-over lubricant, replacing olive-oil 
a time between your thumb and finger. They love the feeling of the or cocoa-butter. It will not 

Feel how coarse some of them are . . . smoothly rounded fragrant cake turn rancid in hot weath- 
It lathers so richly, cleanses so er ¢ this cream for your 

gently and rinses away so swiftly ihr s special comfort. 


as Castile soaps do. That is be 
cause Johnson's Baby Soap is 


JOHNSON’S BABY POWDER 


SUMMARY 


Each year True Story’s cost per inquiry went down. 


1929 i 1.21 


| 794 
EE a 
1931 | 55¢ 
7 mama sears 
{ 


1932 2 


1930 


38 ¢ 


Each year True Story’s total inquiries went up. 
1932 42,273 
1931 41,103 
1930 25,476 


1929 =11,602 


ae 
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“We select True 
Story without de- 
bate as the first 
book to go on the 


fohmovatchnom 1933 list” 
+ 


Woveaber 
Mr. Harold A. Wise, Twenty-Second 
Advertising Manager, 1932 


True Story Magazine, 
Graybar Building, 
New York City. 


Dear Harold: 


Our 1933 media schedule on Baby Porder has been made 
up, and I am sure you will be pleased to know that 
True Story is again included with a full schedule. 
Each year we make some few changes in our Baby Powder 
list of publications, but regardless of what books 
are added, True Story seems to go right on heading the 
list im sumber of inquiries per thousand circulation, 
and at the lowest cost per inquiry. 


Thies consecutive and continuously gratifying performance 
fully justifies our early faith in your publication's 
ability to do a real advertising job in its chosen field. 
It is therefore only logical that we should select 

True Story without debate as the first book to go on the 


1933 list. 
Youre very truly 
JOHNSON & JO 
R. W. Roden 
AMcG. Direét by Products Division 


Cable Address: Aqueous 


Li four year record for Johnson's Baby 
Powder shows True Story's strength among 
young mothers. 


And young mothers are such a key market for 
advertisers; open-minded, unprejudiced — 
long future sales life— quick resale for they 


buy for growing families assuring heavy 
consumption. 


Make sure True Story is on antnewsstand circulation, re- 
your 1934 list. Not only does checking reader interest and 
True Storyreachyoungmoth- reader spending issue by 
ers, but True Story reaches a_ issue. 

section of the mass market 
uncovered by other maga- 
zines. True Story has little 
duplication with other maga- 
zines. True Story does sup- 
plement other magazines by 
providing double the cover- 
age among wage-earner* 
families. “To sell more goods 


More for your money, too, 
for our rate per page per 
thousand is from 27% to 37% 
lower than other women's 
magazines. Write for the full 
story — True Story Magazine, 
420 Lexington Avenue, New 
York, N. Y. 


you mustrea ch more people.” * Volume sales must come from the wage-earner 
market for the wage-earner market embraces 


True Story has a predomin- over 65% of all U. S. family heads. 
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REGULATIONS ON 
NRA EMBLEM USE 
ARE ANNOUNCED 


Newsboys to be Exempt from 
Blanket Code 


Washington, D. C., Aug. 3.—With 
~ rapid completion of the organization 
- to carry the blanket code for indus- 
try and business into every town and 
g hamlet, and with codes for individuai 
industries and sections of industries 
still pouring in, advertising interests 
are finding it almost impossible to 
' keep abreast of the many ramifica- 
‘tions in the situation, while making 
4 desperate attempts to keep their fin- 
- gers on conditions which may di- 
rectly affect them. 

One interesting feature of the 
launching of the blanket code on 
Aug. 1 deals with the widespread use 
- of the official NRA emblem, use 
which the administration is reported 
to feel has been too lax, and for 
which numerous advertisers and 
agencies may be called to task. Reg- 
ulations issued by NRA in connec- 
tion with the use of the official em- 
blem are as follows: 

“The NRA official emblem is the 
property of the United States govern- 
ment. It may not be used or repro- 
duced without authority of the NRA. 

“Regulations permit the use of this 
emblem by all employers who sign 
the president’s re-employment agree- 
ment, and (in the form authorized 
for consumers, but only in such form) 
_ by consumers who sign a statement 
of cooperation. 
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Manufacture Authorized 


“By application to the NRA any 
responsible manufacturer will be au- 
thorized to make and offer for sale 
- hangers, cards, and stickers provided 

(a) he agrees to conform to regula- 
tions to prevent the emblem coming 
q into hands of employers not author- 
Ise to use it; (b) he himself has 


oy? verer 


signed the president’s agreement and 
- is authorized to use the emblem; and 
(@) he will sell at a reasonable price. 
Information regarding manufacturers 
authorized to supply the emblem will 
be issued by the NRA from time to 
time. For purposes of reproduction, 
- the NRA will be glad to furnish orig- 
inal drawings to such manufacturers 


not undertake to do so if the demand 
_should prove large. 
“Every such manufacturer shall re- 
quire of every employer ordering 
"such emblems that he affix to his 
order one of the 14-inch stickers. 


Rules for Publication 

“Any newspaper, magazine, or 
_ other publication is authorized to re- 
_ produce the emblem in the advertise- 
_ ment of any employer, provided such 
employer files with the newspaper, 
magazine, or other publication a writ- 
4 ten statement that he has signed the 
 president’s agreement and affixes the 
_ sticker thereto. 

“Any manufacturer of stationery 
or advertising literature, including 
labels. is authorized to reproduce the 
emblem on behalf of any employer 
who files with such manufacturers a 
written statement that he has signed 
the president’s re-employment agree- 
ment and affixes the sticker thereto. 

“Employers desiring to make other 
uses of the emblem may consult the 
NRA.” 

An informal ruling of Gen. John- 
son on the employment of carrier 
boys by newspapers, made during a 
conference with the press early in 
the week, lifted a load from the 
shoulders of newspaper publishers 
Who have wondered how the blanket 
code, outlawing the employment of 
children under 16, would affect 
them. 

“I hate to let up in any way on 
the elimination of child labor,” he 
said, “but we’ve got to consider the 
nhewsboys. 

“I was a newsboy myself, I know 
a lot of other men who were news- 
boys, and I don’t know any of them 


any: 


BAYUK TALKS FRANKLY TO THE PUBLIC 


ACTION ! 


To meet the public's buying power, on 
January 3rd, 1933, this company reduced 
the price of its Bayuk Philadelphia Perfecto 
Cigar (Bayuk “Phillies”) from 10c to S$o— 
and guaranteed it to be the same identical 
cigar as when it was America’s largest-selling 
10c brand. 


Cigar dealers were not forgotten. In a few 
weeks, Bayuk distributed more than 
$140,000 to dealers as a protection against 
loss on cigars purchased by them to retail 
at 10 cents 


The response to this price reduction in 
Bayuk “Phillies” was immediate. Wherever 
introduced, it soon became —as it is today 
—the largest-selling cigar in its price class. 
We are proud of this success. 

But even greater is our pride in what the 
success of this cigar has done toward the 
betterment of industry. 


It enabled Bayuk to buy over $1,500,000 
worth of tobacco from farmers who had 
little or no market for their crops. 


It enabled Bayuk to put living incomes into 
over 1700 additional homes. 

It enabled Bayuk to increase its payroll by 
more than $1,000,000 anaually. 


It enabled Bayuk to continue — and to in- 
crease —the employment of thousands of 
salesmen on the payrolls of distributors 
and dealers. 


Last—but not least—it enabled Bayuk to 
give—and continue to give—the men of 
America what they have decided is the best 
cigar value at any price. 

This, to date, has been Bayuk’s part in hast- 
ening recovery—and Bayuk intends to give 
even more aid. More tobacco will be bought 
from farmers. At least 900 more workers 
will be added to our payroll. Every continued 
cooperation will be extended in the nation- 
wide drive for recovery. 

Incidentally, through this increased action 
—we expect the production of Bayuk 
“Phillies” to equal demand in a very few 
weeks. Happily there are good Sc cigars on 
the market which Bayuk “Phillies” smokers 
can purchase during this temporary shortage. 
It goes without saying that this company 
whole-heartedly endorses the principles of 
the National Industrial Recovery Act. 


Aap topo 


Copy for Bayuk Cigars, Inc., which 


appeared in newspapers through- 


out the country following President Roosevelt's latest radio address. 
Its frank tone, typical of current Bayuk copy, has created much in- 


terest. McKee & Albright, 


Philadelphia, is the agency. 


who would have given up the experi- 
ence. It seems to me we'll have to 
keep on letting boys carry news- 
papers. It’s healthy work and only 
a few hours a day outside of school 
hours.” 

Reporters and other newspaper and 
publication employes were exempted 
from the provisions of the blanket 
code in a formal ruling of NIRA this 
week. 

In the realm of individual codes, 
the apparently endless fight in the 
oil field held the stage again this 
week, the major engagement shifting 
from a consideration of the lease and 
agency and lease and license pro- 
visions of the code to the matter of 
price regulation, with various factors 
in the industry issuing statements 
and counter-statements so fast that 
it was impossible to determine who 
was in favor of price regulation, and 
who was not. 


Retail Codes Submitted 

A code for retailers, covering gro- 
cery and food stores, furniture, hard- 
ware, mail-order, clothing, depart- 
ment store, specialty shop, shoe and 
dry goods retailers, and varying 
somewhat from the blanket code in 
the matters of hours of work and 
minimum pay, has been adopted. 

The grocery and food code provides 
for a maximum work week of 48 
hours, and further provides that the 
minimum hours of any store or serv- 
ice operation shall be 52 per week, 
unless operations were less than 52 
before July 1, 1933, in which case 
they need not be increased, nor can 
they be reduced. 

The code for furniture and other 
retail stores provides the same mini- 
mum limit of 52 hours for store 
operation, but the maximum work 
week is to be 40 hours, “except at 
Christmas, inventory and other peak 
periods,” when employes may work 
48 hours. 

“Employes in managerial or ex- 
ecutive capacities” who now receive 
$35 per week or more, salesmen, de- 
liverymen, emergency maintenance 
and repair men, are exempted from 
the operation of both codes. 

Two codes have been submitted to 
NIRA for the shoe industry, one 
sponsored by National Boot and Shoe 
Manufacturers’ Association, and the 
other by American Shoe Manufac- 
turers’ Association, while the coal in- 
dustry has outdone all others by sub- 
mitting a total of eight codes, all of 
which must be boiled down to one, 
acceptable to all branches of the in- 
dustry, as well as to the government. 


Attack Milk Code 


Chicago, Aug. 3.—The first attack 
upon the constitutionality of the ag- 
ricultural adjustment act has been 


launched by the Independent Milk 
Distributors’ Association, a group 
which maintains depots in the Chi- 
cago area from which milk is sold on 
a cash and carry basis. 

The group has started an action in 
the federal court at Chicago, seeking 
to restrain the government from en- 
forcing against them the provisions 
of the trade agreement and blanket 
license for milk distributors promul- 
gated tor the Chicago area by the 
agricultural adjustment administra- 
tion. 

The particular point at issue is the 
provision of the agreement which 
sets the retail price of milk at 10 
cents a quart. The independent 
group, which now sells milk at 25 
cents a gallon, has announced that 
it will refuse to charge the sched- 
uled price, and contends that it is 
unfair to set a single price for milk 
delivered to the home, and for that 
picked up from a depot by the con- 
sumer. 

The bill filed by the plaintiffs, upon 
which a hearing will be held next 
week, maintains that the agricultural 
adjustment act and the trade agree- 
ment and license promulgated under 
it are all unconstitutional. It points 
out that the Independent Milk Dis- 
tributors Association sells only milk, 
which the consumer picks up from 
the station, whereas the other com- 
panies “sell milk plus delivery serv- 
ice,” and that therefore a differential 
in price should be set up. 


Make Hospital Film 

Chicago Film Laboratory, Inc., in 
cooperation with Petrolagar Labora- 
tories and American College of Sur- 
geons, has completed a_ two-reel 
sound film, “Good Hospital Care,” 
designed for showing to the general 
public. 


Church Buys “Lodi News” 


Clyde C. Church has purchased the 
Lodi, Cal., Daily News from O. L. 
Powell and Del B. Rinfret, and has 
changed the publication from an eve- 
ning to a morning paper. Joseph R. 
Thompson has been named editor, 
and Mr. Rinfret will continue in 
charge of advertising and circulation. 


Directs Air Races 

Herbert E. Prentke, of Humphrey, 
Prentke & Scheel, Cleveland adver- 
tising agency. has been appointed 
advertising director of the Inter. 
national Air Races and Gordon Ben- 
nett Balloon Races to be held in 
Chicago, Sept. 1-4. 


H. M. Love with Haire 


H. M. Love, formerly with Mer- 
chandise Manager, has been named 
western advertising manager of the 
Haire Publications, New York. He 
will have headquarters in the Chi- 
cago office, suite 1072, Merchandise 
Mart. 


PRISONERS HAVE 
AIR SPONSOR NOW 


Jackson, Mich., Aug. 3.—What is 
believed to be the first commercial 
radio program originating within the 
walls of a prison, and employing in- 


mates as entertainers, has been 
launched by Sparks-Withington Com- 
pany for its electric refrigerator 
division. 


Tested for four weeks, the gratify- 
ing listener response has prompted 
the company to place the program on 
a permanent basis. 

CKLW,. of Detroit and Windsor, 
Ont., is the station carrying the pro- 
gram. It is sent by remote control, 
Tuesday nights, from the chapel of 
the Michigan State Prison here to 
Detroit. 


The program, billed in newspaper 
radio columns as “Mystery Organist,” 
features three unidentified prisoners, 
an organist, vocalist and violinist. 
The prisoners are referred to over 
the air by their institutional numer- 
als, not by name. 

Continuity is of the familiar com- 
mercial type, with a recipe book, 
employing artificial refrigeration for 
the preparation of its menus, offered 
to listeners who write for it. 

Although the broadcast devotes 
most of its announcement time to 
the refrigerator, the Sparton radio 
also comes in for mention. 

The program was conceived by 
Sparks- Withington executives  to- 
gether with the production depart- 
ment of CKLW. 


National Distribution 
for Dixie Mix Planned 


Hills Brothers Company, New 
York, is planning to distribute Drom- 
edary Dixie Mix, which was intro- 
duced in New York and New Eng- 
land last winter, on a national scale 
this fall. 

Dixie Mix is a fruit cake mixture 
which requires only the addition of 
an egg and a third-cup of liquid be- 
fore baking. 


Ewald Directs 
NRA Pablicity 
In Motor City 


Detroit, Mich., Aug. 3.—Henry T. 
Ewald, president, Campbell-Ewald 
Company, has been appointed chair- 
man of the publicity bureau of the 
Detroit Recovery Committee, which 
will sell NRA to the local public. 

The publicity staff, appointed by 
Mr. Ewald, includes George M. Slo- 
cum, publisher, Automotive Daily 
News; Verne M. Tucker, manager of 
sales promotion and direct mail de- 
partment, Campbell-Ewald Company; 
Arthur W. Winter, vice president, 
Evans-Winter-Hebb, Inc.; Otis G. 
Morse, advertising manager, Detroit 
Free Press; Jefferson B. Webb, di- 
rector of sales, Detroit News; W. E. 
Anderman, general manager, Detroit 
Times; Maurice J. Caplan, president, 
Metropolitan Motion Picture Com- 
pany; 

Richard Cohn, president, Tele- 
phone Directory Advertising Com- 
pany; Leo Fitzpatrick, vice president 
and general manager, WJR; E. 
Lloyd Tyson, chief announcer, WWJ; 
Howard Pierce, secretary and studio 


manager, WXYZ; J. M. Milhon, 
sales manager, CKLW; Wright 
Gedge, president, WMBC; James 
Hopkins, president, WJBK; C. D. 


Blessed, president, Walker & Co.; 
Joseph C. Mills, director of advertis- 
ing, J. L. Hudson Company; H. J. C. 
Henderson, director of sales and ad- 
vertising, Fisher Body Corporation; 
Burch Foraker, president, Michigan 
Bell Telephone Company; and Har- 
vey Campbell, exceutive secretary, 
Detroit Board of Commerce. 

William S. Power, Campbell-Ewald 
Company, will serve as secretary of 
the bureau. 


Weed Joins Network 


Joseph J. Weed, formerly with Paul 
Block Associates, has been named 
New York manager for New England 
Network, comprised of WEEI, Bos- 
ton, WJAR, Providence, WTIC, Hart- 
ford, WTAG, Worcester, and WCSH, 
Portland. 


ment) is installed. 


IMPORTANT ANNOUNCEMENT 
by 
FISHER DISPLAY SERVICE, Inc. 
CHICAGO 


In every display installed by us for our various clients, 
a card as per copy below (by permission of the U. S. Govern- 


Name of Product 


Display Installed by 
Fisher Display Service, Inc. 
560 W. Lake St., Chicago, Ill. 
cooperating with 


MEMBER 


Display Installation Organization? 


This card signifies that we pay a living wage to our window display 
installers and other employees for a 40 hour week. 

Full consideration of our window display installers, insures better 
and more conscientious service to our clients and ourselves. 

Are your displays installed by a responsible and reputable Window - 


Yours For Better Business 


FISHER DISPLAY SERVICE, Inc. 
560 West Lake Street 
Chicago, Ill. 
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ADVERTISING AGE 


August 5, 1933 


Charles Congdon Dies 


Charles H. Congdon, secretary- 
treasurer of the Brockway Company, 
and publisher of Watertown, N. Y., 
Daily Times, died July 30, following 
an operation. He would have been 
63 the following day. 


Davies in New Field 


David M. Davies, former advertis- 
ing manager, Thomas Lipton’s Tea 
Company, Hoboken, N. J., has been 
appointed advertising manager of 
Harper’s Market, Inc., giant foods 
store in Hackensack, N. J. 


Myers to Coast Agency 


Lloyd Burton Myers, formerly a 
vice-president and for more than 18 
years a member of the staff of Albert 
Frank & Co., New York, has joined 
Bowman, Deute, Cummings, Inc., Los 
Angeles, in an executive capacity. 


Has 2c Rail Rate 


To feature its new rate of two cents 
a mile “any day, anywhere on South- 
ern Pacific,” the railroad is using 
two-column space in western news- 
papers. Lord & Thomas, San Fran- 
cisco, is the agency in charge. 


Whalen Serves NRA 


Grover A. Whalen, president, Ad- 
vertising Club of New York, has been 
appointed New York city chairman 
of President Roosevelt’s re-employ- 
ment campaign. 


Fred Millis of 
Co-opCampaign 
Fame Goes West 


Indianapolis, Ind., Aug. 3.—Fred 
Millis, former Indianapolis advertis- 
ing man, who retired from the agency 
field nearly two years ago and bought 
a controlling interest in the South 
Bend News-Times, announced here 
that he had given up control of the 
paper and was going west for his 
health. 

Mr. Millis said that he had refused 
to pay the dividends on the preferred 
stock, due Aug. 1, and that this re- 
fusal automatically turned the paper 
back to the preferred stock holders. 
Joseph M. Stephenson, South Bend, 
from whom the controlling interest 
was purchased, is reported to be the 
principal holder of preferred stock. 
Mr. Millis, who has had rather a 
hectic time during his control of the 
paper, including a hot circulation 
fight with the South Bend Tribune, 
recently has been spending much of 
his time in Indianapolis as a mem- 
ber of a committee of stockholders of 
the Fletcher American National bank, 
endeavoring to reorganize the bank 
in a manner satisfactory to the fed- 
eral authorities. The bank was not 
permitted to reopen after the bank- 


ing holiday, and a conservator was 
appointed. 


Had Meteoric Career 


Resigning as assistant advertising 
manager of the Indianapolis News 
15 years ago to open his own agency, 
Fred Millis has had a_ meteoric 
career in advertising. The agency’s 
staff consisted of Millis and one 
stenographer, Jessie Reed, who is 
now Mrs. Millis, until the holding of 
a national flower show in Indian: 
apolis, when he presented to the So- 
ciety of American Florists a new 
plan for national cooperative adver- 
tising, in which the agency took the 
risk of selling a four-year cycle cam- 
paign to the members of the trade 
association. 

The plan worked, and in succeed- 
ing years the Millis agency became 
the fountain head for cooperative ef- 
fort, originating and executing many 
of the most enterprising cooperative 
campaigns in history, including those 
of the laundry owners, the furniture 
dealers, the lumber dealers, the bot- 
tlers of carbonated beverages and the 
macaroni manufacturers. 

After 1929 it became more difficult 
to sell and still more difficult to col- 
lect on the cooperative campaigns 
then under way under Millis’s direc- 
tion, and in 1931 the agency was dis- 
continued. Millis took control of 
the South Bend paper Jan. 1, 1932. 


The Oregonian 1s 


FORGING AHEAD 
in FOOD LINAGE 


@ 1. 


newspaper. 


More able-to-buy readers than any other Portland 


Saturday morning's Oregonian, with its food section, 


is the market guide to Portland housewives for large 
week-end purchases. 


Oregonian editorial support to food advertising is live, 


timely and complete. The Oregonian Home Eco- 
nomics Department, under the direction of Jeannette 
Cramer (Oregon's best-known home economist) 
made, in 1932, well over 100,000 contacts—more than 


300 a day! 


Oregonian merchandising support for food advertisers 


4. 


is extraordinarily alert and efficient. 


You can’t go wrong in Oregon when you use The Oregonian 


Che Oregonian 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLIN, 
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New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Francisco, New York, Chicago, Detroit, Los Angeles 
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DEPUTIES NAMED 
FOR PUBLISHING 
AND ADVERTISING 


Plan to Coordinate Codes 
for Field 


Washington, D. C., Aug. 3.—The 
intention of the recovery administra- 
tion to coordinate the codes for the 
various divisions of advertising so 
that they can be combined to form a 
complete code for the industry as a 
whole was reiterated this week as 
deputies were assigned fields in 
which to work. 

Philip °‘C. Kamp, New York at- 
torney, the deputy administrator as- 
signed to magazines and newspapers, 
and A. D. Whiteside, president of 
Dun and Bradstreet, Inc., New York, 
assigned to “professional advertis- 
ing,” have been instructed to coordi- 
nate their work to this end. 

The orders were noted with satis- 
faction in advertising circles as a 
favorable divination promising in- 


~|telligent and considerate handling of 


advertising codes. 


It was explained at the offices of 
the recovery administration that 
some of the classifications assigned 
this week are generic, rather than 
specific. For that reason, it was 
pointed out, it should not be con- 
cluded that the administration ex- 
pects all magazine and newspaper 
publishers to agree on one code to 
cover all types of publications. 

It could not be ascertained just 
how many divisions “professional ad- 
vertising” embraced in addition to 
advertising agencies. Several adver- 
tising organizations endeavoring to 
get an answer to this question for 
themselves were being told this after- 
noon to “file your code and we'll as- 
sign a deputy.” The recovery admin- 
istration will handle codes according 
to the following routine: 

Application for approval of a code 
must be made by a trade association 
or group within the industry. 

After a code has been studied to 
determine whether it is truly repre- 
sentative of the industry, it will be 
forwarded to a code analysis division 
for a quick examination. 

The examiner will prepare a letter 
containing suggestions for changes 
in form or content, which will be 
sent to the trade association after be- 
ing approved by the control division. 

At the same time copies of the let- 
ter will be sent to members of the 
industrial advisory board, the con- 
sumers advisory board, the labor ad- 
visory board, the legal division, plan- 
ning and research staff and the 
deputy administrator before whom 
the code hearings will be held. 

Conferences will then be scheduled 
between representatives of the trade 
association, the industry and ad- 
visory boards and staff members. 
Revisions developed will be reported 
to the trade association for its ap- 
proval. Following approval or re- 
jection, the code will be ready for 
public hearing. Notices of the pub- 
lic hearing will be sent to trade pub- 
lications and posted on the bulletin 
boards of over 1,000 first class post- 
offices. 

At the conclusion of the hearing, 
the administrator will report to the 
president, who will take the final 


mati 
—$— 


step. He will either issue the 
ecutive order whereby the code Cay 
be enforced or dictate a satisfacto 
code for the industry to follow, 

At least 20 days will be requirg 
for this routine. 


‘‘Widow’s Mite’’ 
Now Controlled 
By Foods, Inc, 


New York, Aug. 2.—The newly 
formed Foods Incorporated has ae. 
quired a 51 per cent interest jp 
Widow’s Mite Corporation, Geneya, 
N. Y., maker of a sauce or seasoning 
for salad dressings designed for uge 
in every recipe calling for vinegar, 

No change is contemplated in the 
management. Perry M. Shepard, 
vice-president, continues in charge of 
the business. Edwin E. Taylor, pregj. 
dent of Foods Incorporated, is algo 
president of Widow’s Mite Corpora. 
tion. 

Erwin-Wasey copywriters are now 
delving into the company’s interest. 
ing history, in search of a theme for 
advertising. 

It seems the product was originally 
the private recipe of a bountiful lady, 
as noted for the deliciousness of her 
cooking as for her generosity. One 
of her charitable interests was the 
support of widows and orphans in 
remote mountain districts, and when 
she was persuaded to place her say- 
ory sauce on sale she made the 
quaint condition that the first profits 
should be devoted to her favorite 
beneficence. Hence the name, 
“Widow’s Mite.” 

Contribution to the worthy cause 
became a tradition. Now that the 
demand for the product has multi- 
plied its sales immensely, a portion 
of the profits earned always goes to 
the same “Widow’s Mite.” 


Two Name Ayer 


Advertising of Palmer Brothers 
Company, New London, Conn., maker 
of comfortables, and Simplicity Pat- 
tern Company, New York, maker of 
dress patterns, has been placed with 
N. W. Ayer & Son. 


T. D. Downie Dead 


Thomas D. Downie, member of the 
staff of Campbell-Sanford Advertising 
Company, Cleveland, and formerly 
with the Miller Agency Company, 
Toledo, died in Toledo July 30, fol- 
lowing an operation. He was 48 
years old. 


Viscose Appoints 


Advertising of the Viscose Com- 
pany, Chicago, manufacturer of prep- 
arations for the treatment of vari- 
cose veins, has placed its account 
with Reincke-Ellis- Younggreen & 
Finn, Chicago. 


Joins Redfield-Coupe 


John J. MeNevin, formerly with 
Mill Supplies, has joined Redfield- 
Coupe, Ine., New York, as vice-presi- 
dent in charge of the industrial mar- 
keting and distribution department. 


Hyde Leaves Ayer 


Gordon E. Hyde, account executive 
in the New York office of N. W. Ayer 
& Son, Inc., the past two and one: 
half years, has resigned. He will 
announce future plans following 4 
vacation. 


Form Advertising Service 

Seaboard Advertising Service has 
been formed at Mount Vernon, N. Y. 
by Clyde Thompson, John W. Brandt 
and Thomas Zekov. 
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PUBLISHING CODE 
FINISHED:OTHERS 
HURRYING ACTION 


(Continued from Page 1) 
compelled to charge the subscriber 
not less than 50 per cent of the estab- 
lished subscription price; that, after 
paying commission on the subscrip- 
tion sale, the publisher must net not 
less than 30 per cent of the estab- 
lished price; and that where pre- 
miums are employed, their values 
must be stated and that they cannot 
be priced at more than 50 per cent 
of the subscription price. 

The American Association of Ad- 
vertising Agencies reported that 
work on its code was progressing 
but that there would be no announce- 
ments on the subject for several days 
at least. 

Representatives of the American 
Newspaper Publishers Association 
were in Washington all week for con- 
ferences with recovery administra- 
tion officials to determine what 
steps newspaper publishers would 
have to take to come under the 
blanket code. They will report to 
the directors tomorrow and as soon 
as possible thereafter, the board will 
decide the association’s policy with 
reference to the blanket code. A 
code for the industry will not be con- 
sidered until this issue is out of the 
way. 

At the offices of the National As- 
sociation of Broadcasters in Wash- 
ington, D. C., the last of question- 
naires sent to members to get the 
consensus on a code were being re- 
ceived today. 

The drafting of the code will begin 
within two or three days under the 
direction of a committee comprising 
Alfred J. McCosker, managing direc- 
tor of WOR and president ef N. A. B.; 


Frank M. Russell, vice-president, 
National Broadcasting Company; 
Harry C. Butcher, director, Wash- 


ington office, Columbia Broadcasting 
System, and Philip G. Loucks, man- 
ager, N. A. B. 

The Direct Mail Advertising As- 
sociation will not draw up a code 
as a distinct trade group, but mem- 
bers have advised Eliot L. Wight, 
president, of their intention to sign 
the blanket code and further the ap- 
plication of the industrial recovery 
act by other associations of which 
they are members. 

in announcing the decision of the 
directors, Mr. Wight pointed to the 
lack of homogeneity among the mem- 
bers as the only reason why it would 
be impossible to devise a code for the 
association. 


Prof. Thorp Named to 
Commerce Department 


Dr. W. L. Thorp, professor of eco- 
homics at Amherst, has been ap- 
pointed director of the bureau of 
foreign and domestic commerce of 
the Department of Commerce, suc- 
ceeding Frederick M. Feiker, who 
has joined Conover-Mast Corporation, 
New York. 

Mr. Feiker was at one time man- 
aging director of Associated Busi- 
hess Papers, and before that was 
with McGraw-Hill Publishing Com- 
pany. 


Dowd Heads NRA Drive 


Charles F. Dowd, head of the ad- 
Vertising agency bearing his name, 
has been named chairman of the local 
Committee of business and civic 
sfroups fostering the operation of 
President Roosevelt’s blanket code in 
Toledo, O. 


I. G. A. Expands 


Franchise charters have _ been 
granted by Independent Grocers’ Al- 
liance, Chicago, to Frank Grocery 
Company, Shreveport, La., and Amer- 
lean Wholesale Grocery Company, 
Seattle, Wash. 


Issues Radio Service 


Times-Mirror Press, 118 S. Broad- 
way, Los Angeles, has begun publi- 
Cation of “Broadcast Advertising 
Data Service,” a loose leaf service 
tiving data of interest to radio ad- 
Yertisers, stations, agencies, etc. 


Vogel Heads Crusaders 


Hugo C. Vogel, vice-president, 
Freeze-Vogel-Crawford, Inc., Milwau- 
kee agency, has been named Wiscon- 
sin commander of the Crusaders, na- 
tional anti-prohibition organization, 
succeeding John Cudahy, recently ap- 
pointed ambassador to Poland. 


Agency in New Quarters 

M. E. Harlan Advertising Agency, 
San Francisco, this week moved its 
headquarters from the Monadnock 
Bldg. to 525 Market St. 


Trade Learns 


Of New Edison 


Electric 
launched an 
paign announcing a new improved 


Heating Unit 


Chicago, Aug. 3.—Edison General 
Appliance Company has 
intensive dealer cam- 


Hi-Speed Calrod electric range heat- 
ing unit, featuring Inconel, a chrom- 


ium-nickel alloy, and a glass seal 
which is said to be 200 times more 
expensive than ordinary glass. 

Announcement of the improved 
unit is being made in double-page 
spreads in Electrical Merchandising, 
Electrical West, Electrical South, 
Electric Light & Power Electrical 
World, and Electric Cookery Times. 
Publication copy is being supple- 
mented by an intensive direct mail 
drive to electric range dealers and 
public utility companies. 

The announcement copy points out 


that the new unit is being introduced 
only after a ten-month field test, in 
which 4,227 complete units and 20,- 
215 new type coils were placed in 
actual home use, had proven the 
value of the improvements. 


Rogers With Agency 


Sherman Rogers, formerly with the 
Paris office of Erwin, Wasey & Co., 
and lately head of his own business, 
has joined Fertig, Slavitt & Gaffney, 
Inc.. New York, as publicity and 
radio director. 


We Have the Goods 


r. Space-buyer! 


|‘ 


and editorial contents. 


The National Home Monthly has charted and tabled its position 
under these headings, and what is the result. The biggest individual 
market; the most economical monthly page rate per thousand; the 
largest distribution in cities of 25,000 and over; an editorial 
content for diversification of article and story, quality of 
cover artist and illustrator; wholesome departments and sound 
editorial pages that has never seriously been challenged. 


CIRCULATION OVER FIVE YEAR PERIOD 


a recent address by one of the most seasoned buyers of space on the continent 
it was stated there are four cardinal factors to consider in magazine space 
buying. They are—total circulation, cost per thousand, distribution of circulation 


1930 


it 


j 
4s 

\ } 
; 


PAGE RATE PER THOUSAND 


193i 1932 1933 


NK 


.* 


Z 
a 
48 
1926— 29 19299=30 1930-31 1931-32 1030 —33 a fe} 
210,000 ed 1929 
200,000 4 a 650 
Zz 
7 190,000 of Nu sy 
_ 
180,000 = 625 
170,000 4 oO 
Vv 7) 
. 160,000 5 2 600 
150,000 . 3 
f 140,000 S75 
Today is the commencement 
130,000 of a new era. The family 
. roup is the deciding factor 
—/7 saonco ever, § °° 
e family and you se. 
4, 110,000 all” will be the slogan fol- 
_— lowed by the shrewdest mer- 
100 000 chandisers 525 
P at In the Canadian magazine 
eg 90,000 field, wherein lies the widest 
80 reader acceptance” 500 
¢,e BRL ERRGERKZERER EERE KG — rene Seaton anes 
2. Ce bt 4 ke ee eee ek Ss Se Ss See NationalHome Monthlysubh- 
ET —ET ET £T tT E scribers who take at least 


magazine through g00d times and bad 
Canadian recor 


This chart shows in no uncertain manner the unparalleled popularity of the 


r was never hung up and :t can well be imagined what a 
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circulation progress of the magazine 


one other Canadian maga- 
zine shows that in five out 
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In the best of selling years such a 


FOR THE MONTH OF JUNE, 1933 
CIRCULATION BY PROVINCES 


every six 
‘‘National’ 1s read by more 
members of the family than 
ali other Canadian maga 
zines combined 


homes the 


readers 


The above chart shows only too clearly the way tye adver- 
tiser’s dollar has been stretched again and again through the 
five year period July, 1929, to June, 1933. The National Home 
Monthly was the first magazineon the continent to announce 
by way ot a bonus that during the recent business depression 
they were stoutly behind those showing a confidence in their 
For the coming twelve months the page rate per 
thousand will steadily decline. 
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Ask Assistance 
Of Advertisers 
In Crime Fight 


Chicago, Aug. 2.— The _ Interna- 
tional Association of Chiefs of Police, 
meeting here yesterday, adopted a 
resolution urging cooperation of the 
American Newspaper Publishers As 
sociation, American Association of 
Advertising Agencies, Advertising 
Federation of America, American 
Society of Newspaper Editors, and 
others in bringing about a different 
public attitude toward crime. 

Seeking the help of the various 
publishing and advertising organiza- 
tions was suggested to the group by 
Malcolm W. Bingay, editorial direc- 
tor, Detroit Free Press, who asserted 
that he had already been promised 
the cooperation of newspaper editors, 
through Paul Bellamy, Cleveland 
Plain Dealer, head of the group. 

“The time has come,” Mr. Bingay 
said, “when the responsible news- 
papers of America must band to- 
gether, as have the doctors and 
lawyers, to wage war upon those 
who would ruin the standards of 
their profession. The yellow press 
of America created the fiction of the 
gangster and then through that fic- 
tion made him a reality.” 
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CONDUCT TEST 
FOR NEW DRINK 
IN NEWSPAPERS 


Libby Offers Canned Pine- 
apple Juice 


Chicago, Aug. 3.—Following initial 
announcement in full-page news- 
paper space of their newly perfected 
natural Hawaiian pineapple juice, 
Libby, McNeill & Libby has em- 
barked on a local campaign of big 
proportions for its newest product. 

The company has been operating 
30 booths at A Century of Progress 
Exposition, at which their new pine- 
apple juice has been bought by count- 
less thousands of visitors. Because 
of the evident popularity of the new 
juice and its enthusiastic reception 
by Fair visitors, Libby, McNeill & 
Libby decided to interest Chicago 
housewives in buying it in shelf-size 
containers and using it in their own 
homes. Preliminary reports indicate 


that the response to the advertising | 


has been enthusiastic and generous. 

For many years the Libby labora- 
tories in the Hawaiian Islands have 
been endeavoring to find the proper 
“balance” for the commercial canning 
of pineapple juice. Largely through 
experience gained in the manufacture 
of Libby’s “gentle press” tomato 
juice during the last few years, this 
“balance” was obtained last spring. 

Hundreds of persons in the Libby 
organization were called upon to 
taste the new product, and without 
exception acclaimed it as being en- 
tirely satisfactory in natural flavor 
and tang. In fact, the company has 
been encouraged to believe that its 
new pineapple juice may well become 
a respected competitor of orange 
juice and its newer contemporary, 
tomato juice. 

Standard Brands recently intro- 
duced a new idea in the advertising 
of Chase & Sanborn tea by the phrase 
“rich in theol.” Libby, MeNeill & 
Libby, in their current newspaper 
campaign on natural pineapple juice, 
have uncovered a new way to ex- 
press flavor by the use of the word, 
“esters.” 

A Scientific Term 


The Libby advertising stresses the 
fact that only pineapple juice which 
is rich in esters (flavor carriers), 
can have the natural delicious tang 
of fully-ripened Hawaiian pineapple. 
This fact is graphically illustrated in 


[eat 


at the 


y 


Platt 


point of sale 


‘ "THousanps of Ing-Rich 


Porcelain Enamel Signs are tell- 
ing consumers everyday where 
to buy the nationally advertised 
products they read about or hear 
featured over the radio. 

Ing-Rich Signs are always dis- 
tinctive ... they can be made 
in practically every color of the 
rainbow, in any design or shape 
you may require. Their original 
beauty is fadeless ... permanent 
...eye-appealing. Neither sun, 
wind nor rain can mar or corrode 
its smooth, glassy surface. 

This is why so many promi- 
nent advertising agencies and 
advertising managers always in- 
corporate Ing-Rich Signs as an 
integral part of their advertising 
plans and recommendations. 

Let us send you the facts,— 
write for our booklet; ‘‘Fadeless 
Publicity.”’ 


INGRAM-RICHARDSON 
MANUFACTURING COMPANY 
BEAVER FALLS: PENNA. 


“Sane is di 


@ The Esters, carriers of the 
unique, delightful flavor, 


. 
are concentrated in full-ripe 


diagrammatic form in the advertise- 
ments which have appeared so far. 

The word “ester” was lifted from 
scientific tomes. This word, the dic- 
tionary recites, was invented by L. 
Gmelin, a German chemist. Some of 
the vicissitudes of the Libby. Mc- 
Neill & Libby staff in perfecting the 
new drink may be gathered from 
this brief technical exposition: 

“Ester is a compound which may 
be regarded as formed by the re- 
placement of the acid hydrogen of 
an acid, organic or inorganic, by a 
hydrocarbon radical; called also 
compound ether, ethereal salt .. 
When the radical is not specified in 
the name, ethyl is often understood; 
as ascetic ester or ethyl acetate. 
Many esters are liquids, often of 
agreeable odor.” 

Libby’s new product is canned in 


Libby’s Hawaiian canneries and 
shipped directly to any _ specified 
market. 


While plans of Libby, McNeill & 
Libby for advertising pineapple juice 
are indefinite, as far as new markets 
are concerned, there is reason to be- 
lieve that the Chicago campaign will 
be extended to other markets. 

J. Walter Thompson Company is 
in charge of the advertising. 

Libby, McNeill & Libby pioneered 
in the manufacture of tomato juice 
with the exclusive “gentle press” 
method. The company is said to be 
the leader in this field by a wide 
margin. 


Waters Joins “World” 


Frank M. Waters, formerly with 
Confectioners Journal and Manufac- 
turing Confectioner, has joined Con- 
fectionery and Ice Cream World, New 
York, as general manager. 


PINEAPPLE JUICE 
RICH in ESTERS 


(the flavor -carriers) 


Initial copy in the test newspaper campaign for pineapple juice which 
is being conducted by Libby, McNeill & Libby. 
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American Can 


to Market Tin 
Beer Bottles 


Terre Haute, Ind., Aug. 3.—The 
passing of the conventional beer bot- 
tle is envisaged here with the an 
nouncement emanating from the new 
plant of American Can Company here 
that the company is planning to mar 
ket a tin beer “bottle” in an aggres- 


popular container. 

The new tin “bottle” which the 
company expects to market will be 
an ordinary receptacle, lacquered on 
the inside to prevent the taste of the 
beverage from being affected by con- 
tact with the tin. It will, of course, 
be non-refillable. 

A tremendous saving for brewers 
is promised by the company in the 
use of the new containers, especially 
in those states in which beer can be 
sold only in bottles. Indiana comes 
in that group. 

The company points out that the 
freight rate on glass bottles is much 
greater than on tin, and the rate for 
returning the empty bottles is almost 
as high as that for the original ship 
ment. Not only would the use of 
tin cut down the original freight ex- 
pense, but it would entirely elim- 
inate the need for returning empties 
to the brewery. 


With Newspaper 


John L. Helfrich, who formerly 
operated an advertising service in 
Louisville, is now advertising man- 
ager of Charlotte, N. C., Observer. 
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contracts $6,076,000. 


use on these jobs. 


bids. 


and others that bring the week's total to $12,189,000, 


Important construc- 
tion contracts awarded 
week ending Aug. 3 


Tupe of Work Value For Awarded to 
Are $ 250.000 Washington University ....... Dickie Constr. Co. 
eee 482,774 New York Hy. Comm......... Separate contracts 
Water System 105,130 SE. (I sc cacscg decease Cenedelia & Co. 
Processing Plant .. 500,000 Phelps Dodge Copper Co...... Wigton-Abbott Corp. 
SE sa 6006-45450. 4 578,319 BOMORS GEE VOROB. icc. os scenes Separate contracts 
Brewery errr eer 500,000 Southwestern Brewing Co..... Schlanger Co. 
Serer 142,601 ae | ey eee W. N. Ballard 
Dam and Tunnel. 1,125,000 Twin Lakes Reserv. & Canal Co. .Platt Rogers, Inc. 
EE acicy 0444 0.0:6 1,957,737 Los Angeles Dept. W. & P....Tower Buiiders, Ine. 
Ginet: Piant «..:.%. 300,000 eee Own forces 


Public $6,113,000; private 


Some of these engineers and contractors have already bought the equipment to 
Some have an idea of what equipment they are going to buy 
because they had to reckon on methods and costs in computing their winning 
Others haven't made up their minds. 
and more projects as the Government relinquishes its Public Works funds. 
safe selling strategy is continuous advertising in 
45,000 of these engineers and contractors. 
New York, how little it costs to do this kind of a selling job. 


All of them will be bidding on —_ 
The 
the publications that cover 
Ask McGraw-Hill, 330 W. 42nd Street, 
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_ DISTRIBUTORS 


DRAW UP CODE 
OF PRACTICE 


Chicago, Aug. 3.—Advertising dis- 
tributors representing a majority of 
that industry have drawn up a code 
of fair competition for submission 
to the national industrial recovery 


Sadministration which sets up min- 


imum wages, maximum hours of 

work, and a list of unfair trade prac- 

tices which shall be prohibited. 
One of the most interesting sec- 


Ntions of the proposed code is that 
S defining the advertising distributing 


industry, Which the code says “shail 
mean and include the business of 
distributing direct to the home, place 
of business or hand-to-hand of adver- 
tising literature, printed matter of 
all kinds, free copies of newspapers 
and publications, advertising special- 
ties, and samples, or any of them.” 

“The term ‘member of the indus- 
try’ shall mean and include any per- 
son who employs labor in the dis- 
tributing business either for himself 
and/or for others, and shall mean 
and include also any person whose 
participation in the distributing 
business is a part of or is incidental 
te another business in which he may 
be engaged,” the code continues. 


Is All-Inclusive 


The all-inclusiveness of these pro- 
visions is expected to evoke consider- 
able opposition from shopping news 
organizations and others who do not 
normally consider themselves in the 
distributing business. 

The code sets up a maximum aver- 
age work week of 40 hours during 
any six-month period, and a min- 
imum wage scale of 25 cents an hour 
in 14 southern states, with a min- 
imum of 30 cents an hour in the re- 
mainder of the country. Employ- 
ment of any person under 16 years 
of age is prohibited. 

The following are listed as unfair 
practices, and are prohibited: 

“1, Selling, or offering for sale, 
distribution service for less than the 
cost of rendering such distribution 
service. The factors to be con- 
sidered in determining cost of dis- 
tribution service shall be wages to 
carriers, transportation cost of car- 
riers and material to be distributed 
and cost of compensation insurance 
or reserve for such insurance. 

“2. Making or promising to any 
purchaser or prospective purchaser 
(or to any agent or employe of a 
purchaser or prospective purchaser) 
of distribution service any bribe or 
secret rebate, directly or indirectly. 

“3. Giving false or misleading in- 
formation, whether at the request of 
a purchaser of distribution service, 
or otherwise, as to the number or 
quantity of material distributed or 
to be distributed. 

“4. Contracting or undertaking to 
distribute a certain number of quan- 
tity of material in certain given 
localities and actually distributing a 
lesser number of quantity without 
advising the purchaser of the dis- 
tribution service of such fact. 


Oppose Competitive Statements 


5. Knowingly causing or permit- 
ting, without the consent of the pur- 
chaser of the distribution service, 
the destruction, waste or conceal- 
ment of any material which a mem- 
ber of the industry has contracted or 
undertaken to distribute. 

“6. Disseminating false or mis- 


o=>a"___ 


leading information regarding any 
other member of the industry as to 
the kind of distribution service he 
renders, the kind of distribution 
service he is capable of rendering, 
his credit standing or financial sta- 
bility, or the conditions of employ- 
ment among his employes. 

“7. Procuring, without his con- 
sent, of confidential information con- 
cerning the business of any other 
member of the industry.” 

Administration of the code is 
placed in the hands of an emergency 
national committee consisting of 
twelve persons engaged in the dis- 
tributing business, one to be elected 
from each of twelve zones, cor- 
responding to the Federal Reserve 
districts. In electing this committee, 
each member shall be entitled to one 
vote for each $10,000 of gross vol- 
ume, except that each member shall 
have at least one vote. 


Movies for Clean Copy 


New York, Aug. 3.—The motion 
picture industry is all ready for an- 
other “clean copy” drive, if pro- 
visions of the code of fair practice 
proposed by the Motion Picture The- 
ater Owners of America are taken at 
face value. 

Section 31 of the proposed code 
for the industry, dealing with adver- 
tising, says: 

“No exhibitor shall, in advertising 
motion pictures, violate any of the 
following standards of fair competi- 
tion in advertising and exploitation 
or means of exploitation: 

“(a) Nudity with meretricious 
purpose, shall not be used. 

“(b) Profanity shall be avoided. 

“(c) No false or misleading state- 
ments shall be used directly, or im- 
plied by type arrangements or by 
distorted quotations. 

“(d) No text or illustration shall 
ridicule or tend to ridicule, any re- 
ligion or religious faith; no illustra- 
tion of a character in clerical garb 
shall be shown in any but a respect- 
ful manner. 

“(e) The history, institutions and 
nationalities of all countries shall be 
represented with fairness. 

“(f) Pictorial and copy treatment 
of officers of the law shall not be of 
such a nature as to undermine their 
authority. 

“(g) Good taste shall be the 
standard and the rule for all adver- 
tising and exploitation of motion pic- 
tures. 

“(h) <A board of industry arbitra- 
tion shall determine whether a viola- 
tion has been committed or not.” 

In addition, the code prohibits the 
showing of double features, and the 
lowering of published admission 
prices by giving premiums, coupons, 
gifts, two-for-one tickets, etc. 


Antonow Asks U. S. 
Loans for Retailers 


Relaxation of credit through gov- 
ernment loans to such of the nation’s 
1,750,000 retailers who may need 
help is being advocated by Samuel 
L. Antonow, president, American 
Druggists Syndicate, who points out 
that such a procedure would enable 
retailers to “once again stock the 
merchandise his customers want.” 

“The large percentage of retailers 
who have been forced to do their 
buying on a cash basis is almost un- 
believable,” Mr. Antonow said, “Busi- 
ness carried on on a cash basis is 
business reduced to a minimum.” 


Brewery Picks S. H. & F. 


Cateract Brewery, Rochester, N. Y., 
has appointed the Rochester office of 
Stewart, Hanford & Frohman, Inc. 
Newspapers and outdoor are being 


used. 


DIRECT TO 
THE HOME 


summer. 


Planning a Direct-to-the-Home Campaign 


Every manufacturer should be planning to cover Greater Chicago this 
Plus the general pick up in business, Chicago is also enjoying the 
large extra business produced through visitors to "A Century of Progress." 


We will plan and start your campaign to consumers or dealers on short 
notice at reasonable cost. 


BIG - 


ADVERTISING CARRIERS 


20 EAST 8' ST. CHICAGO 


Canadian Agency Adds to 
Staff ; Changes Name 


George H. McDonald, Ltd., adver- 
tising agency of Toronto and Van- 
couver, B. C., has changed its name 
to McDonald, Pettis & Might, Ltd., 
following admission of Kenneth F. 
Pettis and H. Clifford Might to the 
firm. 

Mr. McDonald continues as presi- 
dent of the organization, while Mr. 
Pettis is general manager and Mr. 
Might vice-president. Douglas Phil- 
pott is merchandising manager and 
Cc. A. Allan Heeney is Pacific coast 
manager. 


To Feature “Flour 


Box” in New Copy 


Advertising of Pillsbury Flour 
Mills Company will feature the re- 
cently introduced “cake flour box,” 
which includes a sifter built into the 
products, in copy which will appear 
in the October issue of national 
magazines. 

Distribution of the new package is 
just starting on the Pacific coast, 
which could not be supplied pre- 
viously because of inability to pro- 
duce enough packages to cover the 
entire country. 


Davis Back at Desk 


Irving Davis, promotion manager 
of The American Weekly, New York, 
returned to his desk this week after 
a vacation in Bermuda. 


NRA Queried 
On Rebating 
By Agencies 


Chicago, Aug. 3.—Glen Buck, presi- 
dent, The Glen Buck Company, Chi- 
cago agency, has written Gen. Hugh 
Johnson, administrator of the na- 
tional recovery act, asking the ad- 
ministration’s opinion on the subject 
of splitting commissions, and urging 
the outlawing of this practice, which 
has created much discussion in ad- 
vertising circles for many years. 

“Are we to understand that rebates 
to advertisers by advertising agents 
are to be considered unfair practices 
under the recovery act?” Mr. Buck 
asks in his letter to Gen. Johnson. 

“Many advertising agencies are 
now splitting with their clients the 
fifteen per cent commission allowed 
them by publishers. Sometimes this 
splitting takes the form of a secret 
rebate. Sometimes it takes the form 
of paying the salaries of salesmen 
and office employes of the manufac- 
turer. Sometimes, under the guise 
of rendering service, the agency 
takes over part or all of the adver- 
tising department of the client. 
There are many ways of camouflag 
ing the procedure. And this in spite 


of the fact that either by agreements 
signed or implied, the advertising 
agent is supposed to maintain full 
publisher’s rates. 

“If this sort of price cutting is to 
be forbidden under the new regula- 
tions, the result will be entirely 
wholesome. For the work will then 
go to the best craftsmen in the field 
and not to the price cutters and 
secret rebaters. 

“The writer, who has already 
signed his aproval to the entire 
Roosevelt program, will immensely 
appreciate a definite statement from 
you on this subject.” 


Faultless Starch Account 
Handled by Ferry-Hanly 


In a recent issue of ADVERTISING 
AGE the statement was made that 
advertising of Faultless Starch Com- 
pany, Kansas City, Mo., is handled 
by M. C. Taylor Company. 

Advertising of this company has 
been handled by Ferry-Hanly Adver- 
tising Company for many years, ac- 
cording to an official of the agency, 
and all 1933 advertising of the com- 
pany is in charge of this agency. 


H. J. Stoops Dies 


Harry James Stoops, vice-president 
in charge of sales, Motor Products, 
Corporation, Detroit, died at his 
home in Grosse Point Park July 30. 
He was 55 years old. 


Near the center 
of the dial 


You can’t blow out stumps with 
FIRECRACKERS 


it takes DYNAMITE 


--- is the 
DYNAMITE that 
is blowing up the 
Stumps of Sales 
Resistance 


The following excerpts are taken from a letter 
addressed to WLW by Mr. S. T. Gilbert, President 
of The Deisel-Wemmer-Gilbert Corporation, De- 


troit, Mich., makers of San Felice and El Verso 


Cigars. 


“The increase of sales on the New Im- 
proved San Felice since our program has 
been broadcast over WLW has been in 
excess of fifteen percent, which, con- 
sidering the fact that the cigar industry 
has shown a decrease as a whole, is noth- 
ing short of wonderful. 


“I consider radio 


broadcasting over 


WLW the most productive of all adver- 


tising.”’ 


* x 


* * * * * 


Recently WLW has made a comprehensive survey 
in the great MIDWEST MARKET. These 
the public preference for various products in their 


particular fields. 


This is the result of painstaking 


analysis of answers from thousands of retailers 
and consumers. They are available on request 
of executives who will write us on their official 


letterhead. 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 
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FRANCISCO SEES 
INCREASED NEED 
FOR FARM COPY 


Federal Program Enhances 
Value of Advertising 


San Francisco, Cal., Aug. 1.—‘“The 
service which advertising can render 
agriculture has been immeasurably 
increased by the new program of the 
federal government,” Don Francisco, 
vice-president, Lord & Thomas, as- 
serted in a recent talk before the 
marketing conference sponsored by 
California agricultural cooperative 
associations at Stanford University. 

“In every industry there are two 
main types of competition,” Mr. 
Francisco said, “that from outside 
the industry and that from within. 

“In the first type, each industry is 
competing for its share of the con- 
sumer’s dollar. People have only so 
much to spend and if the industry is 
not aggressive and alert too large a 
share may go to the moving picture 
theaters, the radio manufacturers, 
the hairdressers, the automobile 
manufacturers, the vacation resorts, 
the magazine solicitors, the dress- 
makers or perhaps the Fuller Brush 
men. 

“Within the food industry, there 
is the even more direct competition 
which each industry must wage for 
its proper place on the American 
table. This competition is very keen. 
People can eat only so much. Many 
industries and many manufacturers 
are fighting for a place on that table. 


Another Competition 


“Then there is the second kind of 
competition within each industry. 
Here producers within an industry 
contest among themselves for their 
share of the existing market. The 
job is not to get people to consume 


more of a certain product, but to get 
more of them to specify a certain 
brand. 

“The effect of advertising is to 
stimulate demand,” Mr. Francisco 
pointed out. “Increased demand at- 
tracts heavier shipments, higher 
prices, or both. The inescapable re- 
sults are more plantings and larger 
shipments. Then follows a race be- 
tween the forces of sales promotion 
on the one hand, and on the other, 
the increase in tonnage which fol- 
lows inevitably in the wake of mer- 
chandising success.” 

Because of this increased acreage, 
the results of good advertising and 
good merchandising are often nulli- 


fied, Mr. Francisco said. 
“Now, however,” he continued, 
“the agricultural adjustment act 


gives us a method of limiting ship- 
ments and perhaps plantings. If our 
specialty crop industries take advan- 
tage of their rights to organize under 
the provisions of this act so as to 
control volume, then advertising can 
function effectively in increasing de- 
mand without danger of being 
swamped by excessive shipments. 


A Job for Advertising 


“If tonnage is restricted the effect 
of advertising will be to increase 
prices, something earnestly desired, 
not only by agriculture, but by the 
government itself. On the other 
hand, increases in production will 
not be allowed until the industry 
demonstrates its ability to move a 
larger supply into consumption. Here 
again the demonstrated power of ad- 
vertising to increase consumption 
makes it a force that will be called 
upon.” 

Asserting that the two funda- 
mentals of successful industry adver- 
tising are organization and money, 
Mr. Francisco pointed out that the 
government is forcing organization, 
while the threat of*inflation may re- 
sult in higher prices, thus making 
possible increased advertising 
budgets. 

“The seller whose time has been 
occupied with slashing prices, creat- 
ing free deals, making fake advertis- 
ing allowances and_ secret rebates, 
will now face a new kind of job in 


MODERN 
BREWERY 
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advertising 


When one magazine 
with the highest rate 


in its field carries more 


12 competitive papers... 


y a 


than any of 


| Seem 


205 E.°42nd St., 


N. Y. C. — 333 N. Michigan Ave., Chicago 


THE NATIONAL BREWERY MAGAZINE 


selling on a basis of real superior- 
ity,” he declared. 

“With price selling minimized, 
competition will be of quality, serv- 
ice and merchandising’ strategy. 
Competition, while cleaner, will be 
more, rather than less intense. More 
than ever will the rewards go to the 
skillful and resourceful advertiser. 


Has Important Role 


“Industries which are setting up 
codes and regulations to eliminate 
unfair, destructive, illegitimate forms 
of competition, will find that adver- 
tising is not only a powerful and 
effective competitive weapon, brt 
that honest advertising is a fair com- 
petitive weapon. 

“Thus it seems to me that adver- 
tising has become the farmer’s new 
hired man and will have a very def- 
inite and important role to play in 
the agricultural program.” 

This is especially true since con- 

trol of production alone is useless, 
according to Mr. Francisco. 
“There is no law that can make 
people want things,” he said. “That 
is a sales and advertising job. So 
long as choices are left to us, the 
way for selling and advertising is 
left open, no matter how many laws 
are passed. The task of raising the 
level of wants for its products is now 
an increased responsibility of every 
industry.” 

Illustrating this thesis with nu 
merous examples of the increased 
consumption of certain food products, 
compared with decreases in the con- 
sumption of others, Mr. Francisco 
reminded his audience that several 
agricultural specialty industries an- 
ticipated the features of the adjust- 
ment act and put their tonnage under 
control. “In each instance advertis- 
ing to increase demand has been 
done simultaneously with the action 
to control supply,” he said. 


Shows What May Be Done 


“The success of these industries, 
which have anticipated government 
control, indicates what other indus- 
tries which combine a control of 
supply with a drive to stimulate de- 
mand, may accomplish under the new 
agriculture adjustment act. 

“The intent of the administration 
is not to put a brake on advertising, 
but to make it possible for business 
to use advertising without the dan- 
ger of being hamstrung by the sort 
of price warfare which has raged in 
many markets during the past few 
years.” 

In this course of his discussion Mr. 
Francisco presented many interest- 
ing figures showing the trend in 
American eating habits, and the in- 
fluence on these habits of advertising 
of certain types of foods. 

He pointed out, for example, that 
the normal demand for California 
lemons has increased 50 per cent in 
the past few years, while the con- 
sumption of oranges increased from 
32 per capita per year in 1907 to 72 
per capita in 1931, during which 
time the per capita consumption of 
apples has been steadily declining. 
At the same time, the per capita con- 
sumption of “heavier” foods, such as 
meat and bread, have declined. 

“The new competition will be be- 
tween industries,’ Mr Francisco said 
in conclusion. “Competitors within 
an industry will unite to compete 


with other industries. Even with 
controlled production, demand re- 
mains of paramount importance. 


More than ever before the consumer 


is king. Whoever wins him wins 
the game. And whoever loses him 
is lost.” 


Scripps-Howard Promotes 
Wood and McGehee 


Benjamin Wood, national advertis- 
ing manager.of the Cleveland Press, 
has been appointed advertising direc- 
tor of the Cincinnati Post. 

Francis N. McGehee, assistant na- 
tional advertising manager of the 
Press, has been advanced to national 
advertising manager. Both publica- 
tions are Scripps-Howard news- 
papers. 


G. E. Whitaker Dies 


George E. Whitaker, publisher of 
Zion’s Herald, official organ of the 
Methodist Episcopal Church, died at 
Lake Winnepesaukee, N. H., July 29. 
He was 70 years old, and had been 


publisher of the paper since 1898. 


Charles T. Coiner, art director, N. 

W. Ayer & Son, Inc., Philadelphia, 

who designed the NRA insignia now 

being ees | eee the 
and. 


I. G. A. Tries Out 
New Distributing Plan 


Independent Grocers Alliance is 
trying out a new plan of house-to- 
house distribution in Milwaukee this 
week, with a squad of 50 men dressed 
in white duck uniforms, with over- 
seas caps and Sam Browne belts, dis 
tributing circulars to homes in the 
area. 

The carriers, supervised by the 
Reuben H. Donnelley Corporation, 
Chicago, wear a large I. G. A. in- 
signia on the breast pocket and on 
the cap. If the new plan proves 
satisfactory, it will be extended to 
other areas in which I. G. A. stores 
are located. The men are recruited 
from the community in which they 
work. 


Miller Joins O’Dea 


George Laflin Miller (Aesop Glim) 
has joined Mark O’Dea & Co., New 
York, as vice-president. He was for- 
merly associated with Mr. O’Dea in 
the New York office of Lord & 


on Broadway. 


— 
——_. 


Neebe Starts 
New Broadcast 
Organization 


Detroit, Mich. Aug. 3—J. 
Neebe resigned this week as vice 
president, general manager and 4 
director of Essex Broadcasters, Ine, 
station CKLW, Detroit and Windsor, 
Ont., to organize the J. H. Neebe 
Company, broadcasting counselors, 
here. 

Mr. Neebe, who is president of 
Point O’Purchase Broadcasting Sys 
tem; president of Famous Books ¢ 
Plays, Inc., feature syndicate, and q 
former vice-president of World 
Broadcasting System, will functiog 
in cooperation with agencies and a@ 
vertisers in the production of pro 
grams and formulation of sales pre 
motional plans. 

Before entering the broadcasting 
field five years ago, Mr. Neebe wag 
on the executive staff of Campbell 
Ewald Company. He is the author 
of two full-length plays which have 
been contracted for fall production 


Offices of the new organization will 
be in the General Motors Bldg. 


Arthur H. Hagg & 


Associates Formed 


Arthur H. Hagg & Associates, pub. 
lishers’ representatives, with offices 
at 360 N. Michigan Ave., Chicago, 
and in New York, Kansas City and 
Denver, has been formed by Arthur 
H. Hagg, formerly with Prudden, 
King & Prudden. 

In charge of the New York office 
is P. A. Broderick, formerly with 
Hanff-Metzger, George Batten, and 
Kastor agencies, and with Scripps 
Howard newspapers. Ormond P. 
Hill, formerly advertising manager of 
Ft. Collins, Colo., Express-Courier, 
will be in charge of the Kansas City 
office, which will open Sept. 1. Mor 
ris D. Townsend is in charge of the 
Denver office. 


Corning Gets Hotel 


Advertising of Dyckman Hotel, 
Minneapolis, has been placed with 
Corning, Inc., St. Paul. Newspapers, 
magazines and radio will be used. 


Thomas. 


YOUR MATS 


Mats—Pound rates 


ogre of closing dates. 


Agent. 


FASTER 


— AT LESS COST 


No ifs, ands or buts about it—your mats and 
electros get there by Railway Express. 
RUSH label insures special delivery on arrival— 
DAYS, NIGHTS and SUNDAYS—and permits 
no pauses in transit — Your plates and mats 
RUSH—all the way from the time we receive 
them until delivery to the consignee. 


THE NEW REDUCED RATES ARE 


Electrotypes—Pound rates 
Advertising matter printed, engraved, etc.— 
8c pound—Minimum |5c 
These rates include pick-up and delivery in 

all principal cities and towns. ‘ 


Add to speed and economy the dependability of Railway 
Express and you deal three smashing body blows to the 
And for that extra special rush, we 
offer Air Express with reduced rates and faster schedules. 
For information or service call any Railway Express 


SHIP BY 
RAILWAY EXPRESS 


Agency, Inc. 
NATION-WIDE RAIL AND AIR SERVICE 


SH 


AND PLATES 
Our 


enn ae Minimum 25c 
pects Minimum 35c 
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Voeller to Work Abroad 


Dr. W. H. Voeller, formerly with 
Paramount Publix Corporation, who 
recently was appointed vice-president 
of Conquest Alliance Company, New 
york, left Aug. 5 for the West In- 
dies to visit the Conquest group ra- 
dio stations in that territory and ar- 
range for the production of radio 
advertising contracted by American 
advertisers. 


Circulation Man Dies 
Joseph Hughes, circulation man- 
ager, Mobile Register, died of a 
stroke July 30, in New Orleans. He 
was stricken while on his way to a 
paseball game. 


You& 
need this! 
Econo-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


Color Ben Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News — Cleveland, O. 


en, gar), ga, 
'VE FOUND 


-_ THE BEST 

\. HOTEL VALUE 
ee IN NEW YORK 
2, CITY 


Just think ... a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A roomand bath for one, 
$2.50; for two, $3.50. 


It's the 


PICCADILLY 


45th STREET and BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


BEST BY COMPARISON 


"AJA X= 


PHOTOSTAT 
COPIES 


SUMMERTIME 
IN NEW YORK 


At this skyscraper hotel, 
in the social centre over- 

ing Central Park, 
you will find pleasant 
days... cool restful 
nights. 


$3aDay - $17a Week 
and up for single room, 
For 

a day, 
All rates 
Continental 


Breakf : 
Guest Roof Deck. 


ast. 
Write for Booklet AA 


BARBIZON-PLAZA 


101 WEST 58th STREET 
CENTRAL PARK SOUTH. N. Y, 


Merchandising 
Of Real Estate 


Takes New Form 


San Antonio, Tex., Aug. 3.—An 
entirely new wrinkle in real estate 
selling has been developed here by 
Joske Bros. Department Store, which 
has opened a “Properteria” depart- 
ment, in which prospective buyers or 
renters of real estate may “visit” as 
many as 100 different homes in all 
sections of San Antonio while com- 
fortably seated in the store. 

The complete “tour,” made with 
the aid of movies, consumes less than 
100 minutes—one minute per home. 
This unique method of showing 
real estate is in addition to a pat- 
ented real estate display unit in 
which individual properties are 
shown in detail, including a photo- 
graph of the property from the 
street, a sketch of the interior, and 
a comprehensive map showing the 
character of the neighborhood, the 
type and location of transportation 
facilities, churches, schools, commu- 
nity centers, etc. 

The “Properteria” idea was devel- 
oped, according to store officials, to 
make it easier and more pleasant to 
deal in real estate by placing its 
merchandising on a par with that of 
more mobile commodities. 


Two Join Topics 
Publishing Staff 


W. L. Davidson and James G. 
Lewis have joined the sale staff of 
Topics Publishing Company, New 
York, publisher of food and drug pub- 
lications. 

Mr. Davidson was formerly adver- 
tising manager of Havana Post and 
before that with Household Magazine 
and Liberty. Mr. Lewis was at one 
time eastern manager of the national 
advertising department of Scripps- 
Howard, and before that business 
manager of Industrial Executive. 


Dental Academy Forbids 
Tooth Paste Endorsements 


The American Academy of Peri- 
odontology, meeting in convention in 
Chicago this week, adopted a _ pro- 
vision forbidding members to en- 
dorse any commercial brand of tooth 
paste or powder. 

The provision is part of a code of 
ethics drawn up by the organization. 


Agency Gets Two 


Rosotti Lithographing Company, 
New York, maker of cartons and 
labels, and The Burning Brand Com- 
pany, Chicago, maker of branding 
machinery, have placed their ac- 
counts with Shields & Vanden, Inc., 
Chicago. The agency is also releas- 
ing a radio and trade paper cam- 
paign for Smithereen Company, Chi- 
cago, manufacturer of insecticides. 


World Letters to Japha 


World Letters, Inc., East Aurora, 
N. Y., marketing a “world tour by 
mail,” has placed its account with 
Japha Advertising Agency, Buffalo. 
The company plans to use the Allied 
Service Agencies network, of which 
Frank G. Japha is sponsor, in setting 
up the distribution of its service. 


Roberts in New Post 


R. E. Roberts, for the past six 
years with Toledo Blade, has been 
named editor of Louisville Herald- 
Post, succeeding W. L. Sturdevant, 
who resigned to become associated 
with the Tennessee Valley develop- 
ment program. 


Malloy With Magazine 


E. A. Malloy, formerly general 
manager of the Porter Corporation, 
Boston agency, and assistant New 
England manager of Cosmopolitan, 
has been named sales promotion 
manager of Hunting & Fishing, Bos- 
ton. 


Dr. Koenig Has Agency 


Dr. Koenig-Psorimangan Company 
has placed advertising of Psoriman- 
gan and Psoridol with Humphrey, 
Prentke & Scheel, Inc., Cleveland. 
Magazines, newspapers and direct 
mail will be used. 


Adams Is Celebrating 
Robert W. Adams, business man- 
ager, Adcraft Club of Detroit, is cele- 
brating the arrival of a new daughter 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


DIRECT MAIL 


DIRECT MAIL DEALERS—Ad- 
vertisers—Get this new publication 
—the Mail Order Journal—published 
for direct mail dealers, advertisers, 
etc. Low advertising rate—5000 cir- 
culation. Sample copy, 15c. Year’s 
subscription at special rate of $1.00. 
Good only 90 days. Subscribe NOW! 
Advertising rate card on request. 
Write! The Mail Order Journal. 
Box 15, Hays, North Carolina. 8-13 


HELP WANTED 


Exceptional opportunity magazine 
publishing corporation. Must have 
advertising experience including sell- 
ing, layouts, and copy and cuts, and 
experience in auditing. Call Chicago, 
State 2955, for appointment. 

Midwest advertising agency can 
offer an interesting proposition to 
one or two men who control desir- 


able business. Organization can as- 
sist in any field. Will do necessary 
financing. Box 373, ADVERTISING AGE, 
Chicago. 


WANTED TO BUY 

We want a non-technical trade pub- 
lication. At present we publish a 
leader and with our staff—editorial 
and advertising—we can handle one 
other paper. Will make attractive 
proposition. Particularly interested 
in national association paper. Ad- 
dress in strict confidence Box 371, 
ADVERTISING AGE, Chicago. 


POSITIONS WANTED 

SUCCESSFUL ADVERTISING 
manager, five years “big four” 
packer, five years refrigeration. Ex- 
cellent results national and trade 
papers, direct mail and resale pro- 
grams. Experieneed furniture and 
printing. T. F. dughes, 5631 Dor- 
chester Avenue, Chicago. 


COMPETENT YOUNG MAN with 
proven advertising and sales ideas 
and ability to put them over wants 
connection with Agency or Adver- 
tiser where opportunity prevails. 
Agency trained. 3% years Produc- 
tion Manager and Assistant to Prin- 
cipal on client contact. 2 years Sales 
Promotion Dept. of present manufac- 
turing employer in charge of creat- 
ing and producing all advertising 


and promotion material for National 
Account business. Knows art, prac 
tical experience in photo-engraving, 
thoroughly versed in letterpress and 
offset printing. Have produced prof- 
itable results. Married. Age 28. 
Box 372, ADVERTISING AGE, Chicago. 


RADIO EXECUTIVE in advertis- 
ing agency. Woman capable of plan- 
ning, producing programs, writing 
continuity and presenting sales mes- 
sage. Six years’ experience in 
agency and radio work. Full time or 
free lance. Box 374, ADVERTISING 
AcE, Chicago. 


ADVERTISING SALESMAN de 
sires connection offering opportunity 
as advertising manager or will rep- 
resent publisher in east. Experience 
includes publishing. Has operated 
representative organization (Trade 
and General Magazines) covering 
New England and Middle Atlantic 
States for 6 years. Will travel or 
live anywhere. Box 375, ADVERTISING 
AcE, New York. 


Shifts Space Buyers 


Monty Mann has been named space 
buyer for the Dallas office of Tracy- 
Locke-Dawson, Inc., succeeding H. E. 
Hendrick, who is now space buyer 
in the agency’s recently opened New 
York office. 


68% of Hotel and 


Beer legalization. 


MENT AND SUPPLIES! 


supplies. 


Ready to BUY New Equipment This Fall, 
Nationwide Survey Shows 


New records will be set at the National Hotel Exposition 
THIS November 13th to 17th. 
restaurant, school, college, hospital, steamship and dining 
car executives from all parts of the country come to 
Grand Central Palace looking for new ideas—for new 
equipment—new methods and new foods. 
these men will have more money to spend than they've 
had since '29, for already the hotel and institutional field 
is enjoying "NEW DEAL" Prosperity. 


A 167% increase in railroad revenue 
with a resulting increase in guests for hotels. 
increase in automobile production with a subsequent 
"stepping up" of tourist trade. 
Fair. All this means INCREASED PROFITS for the hotels, 
clubs, restaurants and institutions of the country—DOL- 


LARS THAT MUST NOW GO BACK INTO EQUIP- 


Manufacturers who KNOW are looking at the results 
of a nationwide survey which showed that 68% of the 
industry is ready to SPEND MONEY for equipment and 
That's why many leading firms have already 


reserved space for the |8th Annual National Hotel 


Exposition. Only a few choice locations are left. 
serve YOUR space NOW! 


For full particulars address NATIONAL HOTEL EXPO- 
SITION, GRAND CENTRAL PALACE, NEW YORK. 


Thousands Get Jobs Here. as 
Breweries Vainly Try to 
Meet Rush of Orde 


Institutional Field 


Every year hotel, club, 


This year 


A 51% 
The Chicago World's 


Re- 


15th 


ANNUAL 


July 30. 


NATIONAL HOTE 
EXPOSITION 


NOVEMBER 13™7017™. 1933 


GRAND CENTRAL PALACE 
New York 


Under Auspices of N. Y. State and 
New York City Hotels Ass'n. 
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PHOTOGRAPHIC REVIEW OF THE WEE 


ENDERS RAZOR COPY HAS WOMAN INTEREST 


How to score 100 
on the 


CLOSE 
INSPECTION 
TEST 


Trust a woman to put her finger on your face, and the way i looks and feels 


@ A whar's wrong with the average shave. With the first Enders shave, you discover 
ry er » 
\. 


J 


ness and finish — the love-to-touch technique — And, as you very well know, your present 


Rough. Scrapey. Too mwech of the Tar- the razor vou should have beea using all 
Sa 

\” zan effect. Can't you put more smooth- along. It's a re-rv vention of the safety razor. 
into your shaving’ Sure you can. Easy. Try shaving implement could stand a lot of 


using 4 New Enders Speed Razor. In justice to widespread improvement 


HERE ARE THE IMPROVEMENTS 
+++ @ fow quick tricks about the 


OF ROUGH. SHAVEN MEN WITH SCRATCHY CHINS 


re Hel 

NEW ENDERS Mem 

. bos 

Ali there io ome prece. Noth. Blade clicks toto place. é t j ae 
ing to take apart, clamp or Thumb flicks it out agin / od 
screw sogether when you se finished A f= as a | 
. . » nut > n his woven, 
Square handle. Made of Col- Rinses clean instantly, No O ‘Le f arenes ie kere aie Feder Oe 
ored bakelite, and curved W  Coroers josnts of crevices to oy > Z ii hem today | 


ft the grasp of the hand clog up 
Light weight, One ovace, 4 bisd KEEN. 
perfectly balanced. No scrap- ae Ge, Sages 8 

4 igid, tempered steel, 
ang of false strokes oo find 4, Wind teen 
the right shaving angle. Steer! and hoae vet 
Giides smoothiy through the YI! & the grain Cutlery 
whiskers ot the least touch— blade thickness to Arid the 
with handle held lightly our edge No stropping aeces- 
from the face sary 


The new ENDERS 0 2eserens: 
SPEED RAZOR | 


$1 AT LEADING DRUG AND HARDWARE STORES 


same’ om the lime 


| NAME 


t 
“s ~ *j ‘ 
or send the gempen with 2 duiiar dill snd we will mari your Enders i vow } ADDRESS 


Opening advertising in a special rotogravure campaign for Enders 
Razor Company, in which the woman's angle is featured. The cam- 
paign started on the Pacific coast, is now being run in Chicago, and 
will shortly be extended to other markets. Six special features of the 
new Enders Speed Razor, which was introduced by the company 
about a year ago, are stressed in the copy, whieh occupies 600 
lines. Copy is in light, humorous vein, each insertion stressing a 
special feature of the razor, although all six features are mentioned 
in each piece of copy. D'Arcy Advertising Company, St. Louis, is 
in charge of the campaign. 


HERE ARE THE FAMOUS CAT'S PAJAMAS 


That is the trade-marked name of this new garment developed by 

Ogden-Utah Knitting Mil's. This hotograph, by Geo. F. Grignon, 

Chicago, appeared in "The Needle's Eye," house organ of Union 

Special Machine Company, parece by Russell T. Gray, Inc., 
icago. 
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Overcoming the handicap of size, 
Stokes & Smith Company designed 
this tight-wrapped package carry- 
ing three pounds and seven ounces 
of Carnation Flaked Wheat for 
Albers Bros. Milling Company. The 
package, which measures | 1x7'/2x4!/2 
inches, and can be produced auto- 
matically at the rate of 30 to 35 
units per minute, is said to set a new 
record for size and speed in tight- 
wrapped a oe 


R. M. Rowland, assistant general 

sales manager, De Soto Motor Cor- 

poration, who has also been ap- 
pointed director of advertising. 


The development of American cameras from 1842 down to the pre 


tion, New York. After a premier showing in New York, the display 
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THE OIL-HOG GETS AFTER A MOTORIST | ™=™ 


inclu 


ent day, is traced in this attractive display for Agfa Ansco Corpor 


is being travelled around the country. While not neglecting the 
sales angle, the tone of the display is primarily educational. 
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Tony Sarg created this impression of the oil-hog—"he guzzles your} will 
oil and stea!s your power"—for current magazine advertising off tativ 
Perfect Circle piston rings. macl 


MAKING LIFE STILL HARDER FOR BOOTBLACKS | 7 


— 


Clark-Dunn Company, St. Louis, has introduced this new applicate> 
bottle of shoe polish to make home shoe cleaning little short of @F ot ; 
pleasure. When not in use, the Durez cap is screwed on to protedf to ! 

the contents. T 
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Class & Industrial Marketing 


Advertising Age 


Published first Saturday of month 


AUGUST 5, 1933 


In two parts—Part 2 


5 Cents a Copy, $1 a Year 


INSTITUTE 


HWew Association Starts 
Co-ordination from 
Chicago Offices 


Chicago, Aug. 3.—The_ gigantic 
machinery industry, long inarticu- 
be i late, has at last found its voice, 
= through formation of the Machinery 
band Allied Products Institute. 

» The United States Government 
® has disclaimed opposition to the use 
) of labor-saving machinery. 

' These were the outstanding de- 
yelopments of the past month in in- 
dustrial marketing circles. 

The new Machinery and Allied 
Products Institute has established 
headquarters in the La Salle-Wacker 
Building, Chicago. Its immediate 
purpose is to formulate a code to be 
submitted to Washington under the 
National Recovery Act. 

Its long-time objective is to aid in- 
dividual and collective machinery 
manufacturers in all their problems, 
including marketing, and to co-oper- 
ate closely with the administration 
at the national capital. 

The new organization will not dis- 
i place any other in the field. Rather, 
it hopes to co-ordinate the efforts 
' which have been made somewhat dis- 
jointedly by the numerous individual 
| associations in existence. 

One of the projects on which it is 
now working is to prove to the Na- 
tional Government and anyone else 
interested that the machinery indus- 
try, from every viewpoint, has con- 
tributed mightily to the prosperity 
of the United States and that it is 
entitled to the cordial consideration 
of all whom it approaches. 

The Sixth Industry 

These figures, according to early 
indications, will indicate that the 
machinery industry of the United 
States ranks sixth in the list of 
major industries as indicated by out- 
put, number of employes, payroll and 
other indices. 

As its name indicates, the Machin- 
ery and Allied Products Institute 
will embrace in its ranks represen- 
tatives from every field in which the 
machine has proven its power to ele- 
vate standards of all kinds. The list 
of officers and directors is the roll- 
call of outstanding machinery manu- 
facturers in every field. 

The president is John W. O’Leary, 
head of Arthur J. O’Leary & Son 
Company, Chicago manufacturers of 
iron and steel. He is an ex-presi- 
dent of the United States Chamber 
of Commerce and a director in sev- 
eral railroads and manufacturing 
concerns. 

The vice-president is H. C. Beaver, 
of the Worthington Pump & Machin- 
ery Corporation, Harrison, N. J. The 
secretary is Paul DeWolf, Brown & 
Sharpe Mfg. Co., Providence, R. L., 
while the treasurer is Col. Robert W. 
Morse, of Fairbanks, Morse & Co,. 
Chicago. 

Other directors and committee 
Members are equally distinguished 
and are thoroughly representative of 
the machinery industry. George H. 
Houston, of the Baldwin Locomotive 
Works, Philadelphia, is chairman of 
the organization committee, for in- 
stance. 

William B. Henderson is in charge 
of the Institute’s offices as assistant 
to Mr. O’Leary. 

The by-laws give one of the objects 


0.K.'S MACHINERY; 


IS ORGANIZED 


OFFERS HELP 


John W. O'Leary, president of the Ma- 

chinery Institute, who urges manufactur- 

ers to submit their individual problems 
to it for advice. 


of the new association as “to pro- 
mote the common interests of the 
manufacturers of machinery and 
parts thereof and allied products in 
manufacturing, engineering, market- 
ing, safety, transportation and other 
industrial problems.” Among com- 
mittees to be appointed are a Na- 
tional Recovery Act Committee, a 
Public Policy Committee and a Fair 
Competition Committee. 


No less a personage than Hugh S. 
Johnson, administrator of the Na- 
tional Recovery Act, assured mem- 
bers of the Associated Business 
Papers, Inc., and National Confer- 
ence of Business Paper Editors that 
he does not intend to stifle inventive 
genius or cripple the machinery in- 
dustry. 


Addressing the inquiring publish- 
ers at Washington, General Johnson 
took advantage of the occasion to 
rap those who “claim to be bewil- 
dered” and public prints which have 
indulged in too much guessing as to 
the intentions of the Government. 

General Johnson’s specific denial 
came in the course of a question-and- 
answer session with the editors, in 
which he bluntly informed them that 
they could quote him directly, indi- 
rectly, or any other way they saw fit. 

Question—‘“‘There have been state- 
ments to the effect that your policy 
might discourage modernization in 
plants. Is there anything in that?” 


Johnson’s Denial 


Gen. Johnson—“‘No. I think that 
the necessary installation of new 
equipment should go forward. If you 
stopped inventiveness and progress 
that would be very stupid. I do think 
that for a short period it would be 
wise not to emphasize the installa- 
tion of machinery that would tend 
further to reduce the field of employ- 
ment. But it is not our purpose to 
stop economic progress.” 

General Johnson also denied that 
open shop industries will be union- 
ized under the act. He reiterated the 
administration’s determination to 
raise purchasing power by putting 
men back at work and urged those in 
doubt to read the two official state- 
ments which have been made. 

He asked the editors not to publish 
“silly conjectures.” 


Recovery Legislation Is Seen 
As Definite Aid by 
Editors 


New York, Aug. 3.—Editors of 
leading industrial publications are al- 
most without exception optimistic 
about the prospects for business re- 
vival under the National Industrial 
Recovery Act and the Public Works 
Bill, their expressions to CLass & IN- 
DUSTRIAL MARKETING indicate. 


With price-cutting apparently 
eliminated from the picture, they see 
quality again coming into its own, 
with intelligent advertising and sell- 
ing as essential adjuncts. This points 
to the rehabilitation of plants as a 
natural corollary of better times. 

A typical statement of this kind 
came from H. B. Lowe, vice-president, 
Chemical Catalog Company. 

“Since the process industries serve 
almost all the industries of the coun- 
try as well as sell some articles di- 
rect to the consumer, they are bene- 
fiting by every bit of increased pur- 
chasing power,’ commented Mr. 
Lowe. 

“We have recently had anmyple evi- 
dence of increased business secured 
by large chemical companies, as well 
as by paper mills, rubber products 
manufacturers and many other proc- 
ess industries. This improvement 
has been reflected by increased pur- 
chases of equipment and the revival 
of large projects on which bids had 
been submitted months ago. 

“A number of manufacturers have 
told me that many inquiries were 
accompanied by urgent requests for 
the speediest possible delivery.” 

Mr. Lowe pointed out that many 
plants have been taking parts from 
idle equipment to keep operating 
units going. 

“As a result, manufacturers are 
now being compelled to repair parts 
or order new equipment to keep up 
with current demands for greater 
production,” he said. 


Must Renew Efforts 


L. V. Burton, editor of Food In- 
dustries, expressed the conviction 
that “if the appeal of the cut price 
is to be eliminated as a result of 
code adoption, it is easy to see that 
food manufacturers must bolster up 
their selling efforts with advertising. 

“I am inclined to look for many 
new names among the advertisers of 
foods, rather than fewer.” 

The warehousing industry is com- 
pleting its code, and A. K. Murray, 
president of Distribution and Ware- 
housing, believes its adoption will 
provide a larger margin of profit, 
which in turn will result in expanded 
advertising appropriations. 

Harvey Conover, president of Mill 
€ Factory, also sees the industrial 
recovery act as beneficial to business 
by insuring fair profits. 

“Manufacturers must now resort to 
scientific sales and marketing meth- 
ods,” he said. “Those who depended 
upon price-cutting alone to secure 
business will be eliminated to a large 
extent.” 

Mr. Conover added that greatly in- 
creased activity has been noted 
among manufacturers contacted by 
his organization. 

N. O. Wynkoop, publishing director 
of Power, sees business brains work- 
ing in a new direction. 


“A recovery in business and an in- 


SEES EXPANSION 


L. H. A. Weaver 


“An expansion of advertising is logical 


because it is clear no business can long 
maintain its position without consistent 
advertising." 


crease in current income will relieve 
management of its three-year strug- 
gle to preserve shrinking assets for 
future contingencies— will release 
managerial ability for concentration 
on constructive measures instead of 
conservation,” he pointed out. 


Planning Is Important 


“We expect the result to be a 
period of well-planned selling activ- 
ity, of which intelligent advertising 
must be an integral part. We be- 
lieve that manufacturers and others 
in the power field, basic to nearly 
every industry, will receive their 
full share of prosperity enjoyed by 
industry in general.” 

F. P. Keeney, president of Engi- 
neering Publications, Inc., Chicago, 
reported a substantial improvement 
in sales in many lines. 

“We do not feel this is due to the 
recovery act, but to conditions which 
have gradually improved since the 
bank moratorium in March,” he com- 
mented. He added that he has not 
yet formed an opinion of the results 
of the recovery act. 

Two keen observers in the con- 
struction field gave optimistic re- 
ports of recent developments in con- 
nection with the Public Works Bill, 
running mate to the industrial re- 
covery act. 

After pointing to renewed activity 
in the construction field, Col. Willard 
Chevalier predicted that a new era 
has arrived, in which new leaders 
will forge to the front. 

“Following the war,” he recalled, 
“there grew up in the construction 
field many new manufacturers, some 
of whom built themselves into lead- 
ership by 1928 and 1929. 


Leaders Are Busy 

“Today other new faces are ap- 
pearing on the scene and by dint of 
aggressive selling and advertising 
some of them will develop into lead- 
ers during the coming decade. The 
fact that a manufacturer stood high 
five or six years ago is no guarantee 
that he will resume his position in 
the new construction market unless 
he is alert in taking advantage of the 
opportunity now opening. 

“Already the natural leaders are 
reinstating schedules and increasing 

(Continued on Page 15) 


Appropriations Expanded 
As Wheels Begin to Turn 


Industrial Advertisers Plan 
Aggressive Efforts for 
Last Half 


Chicago, Aug. 3.—Sharing the con- 
fidence and resolution of general ad- 
vertisers, those in the industrial field 
are preparing to use every weapon 
at their command to secure their 
share of the larger volume of busi- 
ness expected during the last half 
of the’ year. 

The majority are making definite 
plans for an upturn in volume; others 
are less certain about an immediate 
revival in industry, but are no less 
active than their more optimistic as- 
sociates in setting their houses in 
order and marshalling their forces 
for any campaign which seems indi- 
cated. Alertness and mobility are 
the new watchwords. 

These facts summarize sentiment 
in the industrial field, as revealed by 
a survey by Crass & INDUSTRIAL Mar- 
KETING. 

A considerable percentage of those 
responding reported they will have 
new products to introduce to indus- 
try. This fact also points to a pick- 
up in advertising volume for the last 
half. 

The old debate as to the relative 
merits of publication advertising and 
direct mail continues. Results from 
both will be carefully checked dur- 
ing the next six months. 


Declines Are Canceled 


Where advertisers are not in- 
creasing their appropriations for the 
second half, they are at least main- 
taining the rate of advertising es- 
tablished during the first half, though 
some had contemplated drastic re-_ 
ductions. 

Some are expanding sales depart- 
ments, though the majority are 
awaiting further evidemce before in- 
creasing overhead. 

The Duriron Company, Dayton, O., 
has already added one mere publica- 
tion to its schedule, B. D. Spofford, 
advertising manager, reported. More 
are in prospect. Mr. Spofford gave 
this interesting picture of how his 
department is handled: 

“Our appropriation hasn’t been 
changed, but we spent our money 
conservatively during the first six 
months and established a reserve 
fund. It is from this reserve that 
we will draw for additional adver- 
tising.” 

He added that publications will 
continue to be the backbone of the 
Duriron merchandising structure. 

Stuart G. Phillips, advertising 
manager of the Dole Valve Company, 
Chicago, made an optimistic expres- 
sion. 

“We feel the time for waiting is 
past,” said Mr. Phillips, “and the 
autumn will see considerable activity 
in and around the Dole Valve Com- 
pany headquarters. 

“We feel not only that industry 
has turned the corner, but that in 
our own lines we are more fortunate 
than the average, and therefore in 
a good position to forge ahead.” 

The Fisher Governor Company, 
Marshalltown, Ia., manufacturer of 
power plant specialties, reported a 
surprising increase in business 
within the last fortnight. 

Kenneth R. D. Wolfe, advertising 


manager, expects a 30 per cent in- 
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INDUSTRIAL EQUIPMENT NEWS 


What's New 


EQUIPMENT 


PARTS 


MATERIALS 


ELEVEN YEARS’ DEVELOPMENT 


January 1922 — A publishers 
representative is placed in the 
Middle Western territory—lIn- 
diana, Michigan, Illinois, Wis- 
consin. He is an industry man. 
He talks with industry men for 
the publication he represents. 
And, as he talks, he begins to 
sense the lack of a certain pub- 
lishing service in which these 
men are highly interested. This 
service centers in news of new 
equipment, parts, materials. No 
publication handles it more than 
incidentally. None of the exist- 
ing publications can handle it 
as a major feature. The repre- 
sentative makes note of this 
fact. Here is the starting point 
of Industrial Equipment News. 

January 1925—The represen- 
tative is transferred to New 
England—Massachusetts, Con- 
necticut, Rhode Island, North- 
ern New York. Then he is sent 
to the South East territory— 
Maryland, Delaware, Pennsyl- 
vania. There he continues his 
work. There also he adds to his 
notes on the interest in equip- 
ment news. Very evidentally 
the industry men in these states 
think on the same lines as do 
those in the Middle West. Back- 
ground for Industrial Equip- 
ment News is strengthening. 

January 1930—The represen- 
tative’s company decides on 
some “reading habit” studies in 
the field. Men are sent to vari- 
ous industrial cities. Thousands 
of industry men are interviewed. 
The company’s publications are 
shown to be among the leaders. 
The company is satisfied. The 
studies also show overwhelming 
preference in reading matter for 
news of new equipment. The 
representative adds this fact to 
the data he has collected. 

January 1932—Thomas Pub- 
lishing Company compiles the 
list of Upper Class American 
Industries. It is based on 25 
years of specialized list experi- 
ence in industry. It is taken 
‘from Thomas’ Register records. 
It includes all plants of $50,000 
rating or larger in all of the 
manufacturing and service in- 
dustries. It is accurate, com- 
prehensive. It is maintained in 
this respect from day to day by 
the company’s field and office 
force of 60 people. The repre- 
sentative presents the facts he 
has collected to Thomas Pub- 
lishing Company. 

May 1933—The first regular 
issue of Industrial Equipment 
News is published by the 
Thomas Publishing Company. It 
is mailed to 30,000 plants se- 
lected from the Upper Class list. 
It is directed to the attention of 
the men in charge of plant op- 
eration. It goes out on prob- 


aNerRLT 
wad POSITIVE 


THOMAS PUBLISHING CO. 


ably the most complete and ac- 
curate mailing to all industry 
divisions that has ever been en- 
joyed by any publication. This 
start is made on the solid foun- 
dation of immediately adequate 
coverage. 

July 1933—The July issue is 
off the press. Stock is taken of 
the work to date. Approximate- 
ly 6,000 plant operating men 
have requested personal mail- 
ing, Presidents, General Man- 
agers, Production Managers, 
Superintendents, Engineers. The 
files of correspondence are fill- 
ing with statements similar to 
the following— 

“Industrial Equipment News has 
been received and shown to 
several of our men. They feel 
this information can be very help- 
ful to them. Instead of looking 
through the new equipment sec- 
tions of several magazines, they 
can get all and more by going 
over your Equipment News. I 
am listing the names of the in- 
dividuals who would be _ bene- 
fitted and interested. You will 
note they are the Works Man- 
agers of our various plants.” 

This letter comes from one of 
the foremost manufacturers in 
this country. It is typical: It 
is assurance, with thousands of 
others, of reader interest as well 
as adequate coverage. 

August 1933 — The August 
issue is completed. Its 150 de- 
scriptions of new equipment, 
parts and materials add to the 
450 that previously have been 
described. They also will add to 
another file of correspondence 
reading as the following read— 

“We have received about 15 in- 
quiries in the past three weeks.” 
“Twenty-five or thirty individuals 
have requested added informa- 
tion.” 

“Of ten keyed letters, two have 
been turned into orders.” 
“Twelve good inquiries from 
your editorial descriptions so far.” 
“Inquiries to date number 46.” 

Here is assurance, in the only 
form that advertising assurance 
can be had, of a publication’s 
ability to provide advertising 
action as well as reader interest 
and adequate industry coverage. 


Industrial Equipment News 
has been eleven years in the 
making. It has been for four 
months in the field. It holds 
ample evidence that it can be de- 
scribed completely in just three 
words, 


Coverage—Interest—Action 


Would you like to see this 
evidence? Would you like us to 
outline for you a method for 
using the Paper to tell your ad- 
vertising story in a way as new 
as Industrial Equipment News 
is new? We shall be happy to 
show you either or both. 


Following every announcement 
in’ Industrial Equipment News, 
the reader is referred to Thomas’ 
Register. 

Thus geared up with the 
News, the influence of Thomas’ 
Register as the leading buyers’ 
guide reference book is obvi- 
ously greatly extended. Every 
month 30,000 plant operating 
men will watch the News for 
“what’s new,” and be directed 
to Thomas’ Register for prod- 
ucts already on the market, 
vastly to the benefit of those 
whose descriptive advertising 
appears in the Register. 


461 8th Ave., New York 


crease in the advertising appropria- 
tion for 1934. The catalog which 
took a considerable part of the 1933 
budget, will not be on the 1934 sched- 
ule, so that the company will be able 
to make a greater effort in publica- 
tions. 


More for Publications 


A large manufacturer of capital 
equipment said he will do more ad- 
vertising as insurance, rather than 
because he expects marked improve: 
ment in this field in the last half. 
Test. campaigns are being conducted 
on several new products. 

Since the Republic Steel Corpora- 
tion, Youngstown, O., has maintained 
its advertising for several years, the 
increase for the last half will be 
slight, L. S. Hamaker, sales promo- 
tion manager, said. 

“We expect to continue with a well 
rounded campaign,” he commented. 

“A vast increase in advertising” is 
predicted for the Birdsboro Steel 
Foundry and Machine Company, 
Birdsboro, Pa., by Lewis D. Brad- 
bury, manager of advertising. This 
applies also to a recently acquired 
concern, C. G. Buchanan Company, 
New York, manufacturer of heavy 
crushing machinery. 

Mr. Bradbury said publications will 
get 85 per cent of the appropriation. 
A new crusher will be promoted. 

A New York advertising manager 
is worried about the reduced circu- 
lation of some industrial papers. 


Sees New Trend 


“This calls for new studies, or new 
methods of evaluation,” he com- 
mented, “with the indication either 
that advertisers will buy coverage 
at a much higher price than pre 
viously, or that publications with less 
standing in normal times may be 


;temporarily preferred, if they have 
|sustained smaller losses.” 


The appropriation of Fairbanks, 
Morse & Co., Chicago, has not yet 
been increased, but W. T. Watt, 
manager of advertising and publicity, 
is hopeful that more funds will 
shortly be available. Publications 
and direct mail will divide such a 
windfall, with the latter getting the 
larger share. 

A. Leschen & Sons Rope Company, 
St. Louis, has resisted encroachments 
on its advertising strenuously and is 
now planning some expansion of pub- 
licity, L. H. Gault, advertising mana- 
ger, reported. The sales force is also 
in line for additions. 

Mr. Gault believes ‘‘a new arrange- 
ment of forces, as well as aggressive 
drives at strategic points are highly 
necessary.” 

Elwell Parker Electric Company, 
Cleveland, is watching developments 
with keen interest, while withhold- 
ing any definite decision. O. A. De- 
Celle, International Filter Company, 
Chicago, expects a larger appropria- 
tion for the fourth-half and is study- 
ing applications of equipment in 
fields outside of water purification. 

Northern Equipment Company, 
Erie, Pa., is working on the most 
comprehensive catalog it has pub- 
lished in ten years. Don Allshouse, 
advertising manager, expects to place 
considerably more advertising in the 
second half than in the first. 

Acme Steel Company, Chicago, has 
taken no action as yet, but L. W. 
Kimball, advertising manager, ex- 
pects an augmented appropriation. 
New products will receive some of 
this. 

Union Switch & Signal Co., Swiss- 
vale, Pa., will continue its aggressive 
advertising policy, K. E. Kellen- 
berger, advertising manager, said. 
Spreads in color will continue to be 
used. 


Resumes Advertising 


A Connecticut chain manufacturer 
will resume industrial advertising 
during the last half, after having 
been out of the picture for a year. 

Several other advertisers said that 
while no official increase in appro- 
priations has been made, it is gen- 
erally understood that more money 
will be available. 

No less an authority than John A. 
Root, president of the Fate-Root- 
Heath Company, locomotives, 
Plymouth, Ohio, said the lid is off as 
far as his company is concerned. The 
appropriation has been doubled, new 
products will be announced, and the 


CONFIDENT 


Stuart G. Phillips, advertising manager 

of Dole Valve Co., Chicago, who reports 

greatly increased activity in his depart- 
ment. 


As previously announced, Jenkins 
Bros., New York, valves, have 
doubled their appropriation and have 
seen no reason to regret it. New prod- 
ucts are to be forthcoming. Little- 
ford Bros., Cincinnati, seized time by 
the forelock last winter with heavily 
increased advertising. The plant is 
now running at 100 per cent capacity 
a8 a result, R. S. Little, general mana- 


| ger, announced. 


Forrest U. Webster, advertising 
manager of Cutler-Hammer, Ince., 
Milwaukee, will have 80 per cent 
more to spend for advertising for the 
last half. Publications will get most 
of it. 

Link-Belt Company, Chicago, has 
made a slight increase in its appro- 
priation, Julius Holl, advertising 
manager, said. 

Chain Belt Company, Milwaukee, 
will market a snake chain, which 
travels in a snake-like path, with the 


Appropriation 
Often Depends 
On Estimate; 


New York, Aug. 3.—The favorit 
method of fixing advertising appro 
priations in the industrial field is yj 
estimate the amount needed for a) 
adequate campaign, a study by the 
Association of National Advertiser 
indicates. This volume, “An Analy. 
sis of 285 National Advertising Bud. 
gets,” has just been released. 

Of 65 industrial advertisers report. 
ing on their 1933 budgets, 35 estj. 
mated the amount required; 22 base 
their appropriation on a percentage 
of estimated 1933 sales; 3 appropri. 
ated a percentage of 1932 sales; 3 
used a combination of the last two 
methods and 2 used some other plan 
of determining the amount to bp 
spent. 

Most industrial advertisers make ay 
appropriation for the calendar year, 
41 reporting this method. Twelve use 
the fiscal year and a _ surprisingly 
large number operate on a hanéd-to | 
month basis. Fourteen make up bud. 
gets only one month in advance; } 
three months in advance; 1, fow 
months in advance and 5, six months 
in advance. 


Frequently Revised 


Revision of the appropriation was 
reported by 29 of 75 advertisers. Two 
revise the appropriation — every 
month; 18 every three months; 3} 
every four months and 6 every six 
months. 


N 

Industrial advertising expendi: Red 
tures in 1933 ranged from a mini- R 
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mum of 1.22 per cent of net sales pon 

volume, for iron and steel and their | 
products, not including machinery, bs 

to a maximum of 6.75 per cent fore P&! 

building specialties. abe 

Administrative expenses of indus: _" 

0 . 


trial advertising departments in 1933 
ranged from a minimum of 11.7 per T 
cent of the appropriation for cheni- 


advantage that it can be used with-|cals and allied products, to a maxi) doe 
out moving machines or changing|mum of 24.0 per cent for machinery! offi 
buildings to make way for the con-|and supplies, not including automo sal 
veyors. tive equipment. rea 
ae sto 
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96 PAGES of ADVERTISING | ° 
That's the total of our July issue—a 142-page issue and 215 eff 
advertisers (we don't include classified advertisers in our count tou 
—and business already booked indicates more than 100 pages o de’ 
advertising for August. tin 
And—the nice part of it is that most of our advertising comes oo 
to us without our personal solicitation. .(We have only three ple 
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The Answer? 
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always was, and still is, the outstanding publication of this in- ~ 
dustry—while others are fast learning this fact. So—come on tic 
along—ride to bigger business and greater profits with us. ven 
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ADVERTISING MANAGER GIVES NEW SLANT TO DIRECT MAIL 


K. A. Redfield  Sulesman by Mail 
for 


ROCKBESTOS PRODUCTS CORPORATION 


MANUFACTURERS OF 
ASBESTOS INSULATED WIRES AND CABLES 
P © ORAWER \\02 


NEW HAVEN,CONN. 


S report. 


‘Records’ Now 
Reports New 
Advertisers 


Chicago, Aug. 3.—A new feature 
which will be valuable both to ad- 
vertisers and publishers has been in- 
augurated by the Business and Trade 
Division of National Advertising 
Records. With its July 20 issue, the 
publication adopted the policy of 
identifying all trade and industrial 
advertisers who are new in the sense 
that they are making their initial 


the Land-Wells Company, Los Ange- 
les, introducing its ring packer to 
the oil field; Leach Company, Osh- 
kosh, Wis., featuring line tools; Lin- 
coln Engineering Company, St. Louis, 
lubricating equipment; Lufkin Foun- 
dry & Machine Co., Lufkin, Tex., ma- 
chinery; Lukens Steel Company, 
Ceatesville, Pa., steel; McGregor 
Working Barrel Company, Bradford, 
Pa., plunger barrels. 

Other advertisers who are either 
new or are resuming the use of space 
include the Michigan Seamless Tube 
Company, South Lyon, Mich.; Na- 
tional Pole and Treating Co., Minne- 
apolis, cedar poles; National Tele- 
phone Supply Company, Cleveland, 


35. esti. appearance of the year in the busi- ne gas day tr dP ogy 
22 based ness press. 7° ee 
rcentage This feature not merely confirms | Northern ra Company, R. le, 
appropri. the general impression that many|Pa@. feed control, and many others. 
sales: 3) Good morning, Mr. Tryon: advertisers are renewing their ef- — 
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her a ae Today I have pene: Servers identity and the amount of space Staud Re-elected 
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— =o = e current figures, covering the}. 0, of the Benjamin Electric Manu- 
make ap fully,” commented Mr. Redfield, “I |can get direct orders, we will gener-|month of June, reveal a large num-|ractyring Company, Chicago, was re- 
lar year, RSONALIZED will ‘call’ at intervals on  this|alize a little more and attempt to|ber of well known names again fig-|ejected president of the Porcelain 
TElVe use clientele and later on when we have | get inquiries on more expensive ma-|uring in the advertising columns of| Enamel Institute at its recent meet- 
prisingly exhausted the items on which we | terials.” industrial papers. Among these are|ing. 
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; New Haven, Conn., Aug. 3.—K. A. , =, 
expendi} Redfield, advertising manager for FA * 
a a Rockbestos Products Corporation, is ; ey 
.._— designated as “Salesman by Mail” in Agee iC 
nd their ‘ pits i 
.chinery, a highly personalized letterhead x ~— CS O O 
cent for) being used to reach out-of-the-way Be im . 
prospects for the company’s asbestos ee boty 
‘f indus) insulated electric fixture cords and < ? iu A 
3 in 1933) other wires. week A a5 Wa S 
11.7 per There are several sections of the vit WN 
r chemi-) country where the company not only 53 ——s 2 
a maxi) does not maintain branch sales $ i 
achinery| offices, but cannot afford to travel ; | a 2 Ww Orla 
automo salesmen. These sections have been pest Z 
reached for some time by sales eae ary! : 
stories printed on the company’s ; zt, ig i hh ( ~~ a. 
regular letterheads. Some of these a5 yy att ts \ 
letters have pulled as many as 4 per he! SA fi my }. » 
cent orders. in ait 3 ‘ 
G Mr. Redfield believed that this R a. teem — o58 
good plan could be made even more — 
215 effective by injecting a personal : ; 
pi touch—humanizing the letter. He 3 
2s O developed this idea not only by put- = bx ne at dae Seetiien ee 
ting his name at the top as “sales- To perpetuate ~ ret + wtf fo me é dma 
man by mail for Rockasbestos Prod- h £W: ee" ~X.\ itt ed 
“ses ucts Corporation,” but adding his the memory of Wang ny ne! ree, S +f = cea a, ih 
picture. Chieh’s parents, the = 
Cause of Failures world’s oldest known 
iver- The letter consists of four pages, book was printed. The inscription reads: “Printed opacity, smoothness of surface without glare, 
- the in which stilted phrases are care- , : ‘ p f 
VER fully avoided in favor of the kind of on May 11, 868, by Wang Chieh, for free general __ proper ink absorption, and a uniformity of color 
ay language commonly used by hard- ie id, te : | duce I 
n - n olor reproductions. in 
‘ ss ether eign, te @iaik enateneer distribution, in order in deep reverence to perpet- that gave exact ess to ¢ Pp 
tion with prospects. This is a uate the memory of his parents.” Kleerfect, printers find perfect balance of those 
sample: : s os 
“Probably the pendants in your There may be undiscovered examples of earlier long sought qualities. 
ago plant are wired with regular rubber 2 8 : - ~~ inti aper—is 
Reuieind ck See cane dla ptinting because paper had been made in China Kleerfect The Perfect Printing Pape 
cal men, perhaps yourself among for perhaps a thousand years when Wang Chieh _ available to publishers, printers, and advertisers 
them, cuss out this type of cord be- yi : ” ake d oth a 
cause of its frequent failure in light- printed his memorial from blocks. Movable type for magazines, catalogs, and other printing at a 
me Sutures and wish Chere was 8 I ice no higher than that of just printable paper. 
ica sank aan Aik tes: Sones, apparently was not used before the year 1041. price no hig just p pape: 
“Ordinary Senibte rubber gradually Wang Chieh printed on but one side of his ere ; ” 
grows hard and brittle—same as the 8 P yt , © “The Printability of Certain P. apers— and Why, shows 
elastic rubber bands on your desk. crude hand-made “laid” paper. Later,printers used phe revolutionary effect of Kleerfect upon the art of printing. 
That gradual deterioration is nor- : : : i , na 
aad Gis aantitak inde ot salhee. both sides of their sheets, but until Kleerfect was The book contains examples of one and of multiple color print 
But when you run rubber insulated perfected, there was always a “two-sidedness” to — ing and of rotogravure. A copy will be sent free upon your 
cord down into s lamp socket it's an : : on your business stationery, mailed to the Advertisin, 
entirely different story. It is speeded book papers in the price range of Kleerfect, a pa me cpomsin me g 
iy ‘ 7 ‘ a ' our Chicago address. 
mp tremendously because of the high condition making uniformity of printing difficult. —* 8 
temperature generated in the socket. 
Gants te Vacteene In Kleerfect, both sides are alike, permitting 
Mr, Re@feld caclooes a sample of uniform quality of printing throughout a publi- R 
asbestos insulated cord with his let- cation, book or catalog. 
ter, invites close examination and as- ? 
serts that “ten or fifty or a hundred Nor is that the only distinction of Kleerfect. 
years from now this cord will still . L i 
be as flexible as it is today. Why? For centuries, printers have sought a paper in 
Because it’s permanently insulated : lati : ' 
‘l n hi f ren h MANUFACTURED UNDER U.S. PAT. NO. 1918095 
with a material that’s millions of which there = Ee fect relations Peubeccue <i 
years old in its present form.” THE PERFECT PRINTING PAPER 
Other information, including 
Prices, is given, the goal being to This advertisement is NOT printed on Kleerfect 
make a direct bid for business with 
a minimum of intervening corre- ' uy wi ; xT nt ig ed 
|| spondence. |KIMBERLY- CLARK CORPORATION -: Established 1872 +» NEENAH, WISCONSI C 
“If this thing works out success- ‘CHICAGO : 8 South Michigan Avenue - NEW YORK ~- 122 East 42nd Street - LOS ANGELES - 510 West Sixth = 
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Let’s Call It Cost-Reducing Equip- 
ment Now 


As Gen. Johnson, of the National 
Industrial Recovery Administration, 
explained in his conference with 
business paper editors in Washington 
last month, there is no desire on the 
part of the administration to inter- 
fere with the installation of im- 
proved machinery in industrial 
plants; but because of the emphasis 
now being laid on reemployment, it is 
not considered politic to discuss the 
equipment angle just now. 

The capitol is working to put over 
its employment program, and is ap- 
pealing to the public through wide 
spread publicity and an organization 
for promotion that rivals some of the 
work done in the Liberty Loan drives 
during the war. It is easy to under- 
stand, therefore, why machinery is 
not being given its proper place in 
the economic system as it is being 
explained to the public. 

On the other hand, the use of im- 
proved machinery is going to be an 
absolute necessity for many indus- 
tries as the conditions of the new 
deal become really effective. With 
higher prices for materials, with 
higher wages and shorter hours, and 
with prices for finished products 
limited through discouragement by 
the administration of too rapid ad- 
vances, the only possible way for 
manufacturers to make a profit is 
through reducing their costs. 

This can be done through better 
methods and better organization, and 
also through use of improved ma- 
chinery. There are many spots in 
industry where the use of obsolete 
equipment is adding to cost without 


helping employment to a noticeable 
degree. This is particularly true of 
service equipment of all kinds, such 
as power, pumping, heating and sim- 
ilar groups. The replacement of old 
machines which can no longer de- 
liver a satisfactory degree of service 
is the first step in a program of cost- 
reduction, and instead of reducing 
employment its immediate effect 
would be to increase it, by giving 
manufacturers, distributors and 
others in the machinery industry 
something to do. 

In addition, competition from now 
on is going to be along the lines of 
quality and service, and the manu- 
facturer who is using equipment no 
longer up-to-date cannot possibly 
meet the competition of others in his 
industry, whose goods are more at- 
tractively manufactured and finished, 
and therefure more salable. Low 
prices will no longer be the only 
measuring-stick of value, but the 
consumer in all fields will be look- 
ing for other advantages as well. 

Machinery costs, like those of all 
other commodities, are certain to go 
up during the coming months. Now 
is a good time, from the standpoint 
of the wise buyer, to place orders for 
equipment of all kinds. With these 
facts to emphasize, the machinery ad- 
vertiser need not run counter to the 
spirit of the times in presenting his 
story, but can talk immediate pur- 
chasing to industrial markets now, 
with the assurance that he is doing 
his part to promote prosperity and 
increase employment. 


Censorship of Advertising 


A great deal of attention has been 
given of late to the necessity of ex- 
ercising censorship and control over 
advertising copy, especially in the 
general field. A national review 
committee has been organized to re- 
ceive complaints, and machinery for 
handling them has been provided. In 
addition, direct governmental regula- 
tion is being considered for certain 
groups of advertisers in the general 
field, such as foods, drugs and cos- 
metics. 

All of this discussion naturally 
raises the question of whether super- 
vision should be extended to the in- 
dustrial advertising field. There is 
comparatively little complaint re 
garding copy of this character, and 
the reason for it is suggested in an 
editorial by Frank M. Cockrell, of 
Electric Refrigeration News, who 
points out that the reader of an in- 
dustrial or business paper is usually 
an expert who needs little protection 
from the designing advertiser who 
may attempt to draw the long bow 
with reference to his product. 

“Exaggeration defeats itself,” says 
Mr. Cockrell. “The test of advertis- 
ing effectiveness is not determined 


by how many people read the mes- 
sage, but by the number of potential 
buyers who believe what they read. 
Experienced advertisers have learned 
that ‘truth in advertising’ is not so 
much a matter of business morality 
as it is profitable use of the money 
expended. The confidence of the 
buyer is the objective, and confidence 
is not acquired by the use of blatant 
superlatives.” 

“Weak, young and innocent minds,” 
for whose benefit censorship is de- 
signed, are in such a marked minor- 
ity in the industrial field that the op- 
portunity to take advantage of the 
advertising audience through fraud 
or deceit exists in very limited de- 
gree, as compared with the general 
public. 

Industrial advertisers in most 
cases lean backward in their efforts 
to be conservative and accurate in 
their statements. Addressing engi- 
neers, operating executives and ex- 
perienced buyers in all lines, their 
disposition is to state nothing they 
cannot prove—and to include at 
least part of the proof in every ad- 
vertisement. That policy is especi- 
ally sound under today’s conditions. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


104. 


A Survey of Industrial Main 
tenance, 

Among the important points devel- 
oped by this survey by Mill & Factory 
are the importance of the mainte- 
nance engineer in specifying main- 
tenance supply and equipment pur- 
chases and the need for moderniza- 
tion of industrial equipment of all 
varieties. Another interesting fea- 
ture brought out is the extent to 
which maintenance engineers rely on 
the engineering recommendations of 
power companies whose services have 
been used in laying out mechanical 
power transmission and_ electrical 
power distribution and utilization fa- 
cilities. 


105. Contractor Turnover Measured. 

The statement that “a market is 
not a fixed unit, but a parade” was 
coined by a general advertiser but 
it is given new point by this survey 
by Engineering News-Record in the 
contracting field. ‘More than 50 per 
cent of the rated contractors in 1932 
and 1931 are not on the rated lists 
in 1931 and 1930 respectively, and 
36 per cent of the contractors rated 
in 1932 are not in either the 1931 or 
1930 lists,” says this authority sig- 
nificantly explaining: “They are new 
or previously unrated companies who 
have just come into the rated mar- 
ket.” 


103. Motor Truck Operation in the 
Baking Industry. 


This survey by Bakers’ Helper 
fixes annual truck purchases by bak- 
ers at $18,054,000, this figure placing 
the baking industry fourth in all in- 
dustries in the use of motor trucks. 
In a study of 5,000 bakeries in 40 
states, Dodge was shown to lead in 
popularity, followed inthe order named 
by Ford, Chevrolet, White, Interna- 
tional and GMC. The total number 
of trucks operated by the industry 
is 80,240. One-ton trucks lead in es- 
timation of the trade, its supremacy 
being sharply challenged by one and 
one-half ton vehicles, however. 


97. The Industrial Market—Where 
It Is—How to Reach It. A booklet of 
more than 20 pages, including a sum- 
mary of the county breakdown of the 
Census of Manufactures and maps 
showing the important industrial 
counties of the United States and lo- 
cations of industrial distributors. 
Published by Mill Supplies, Chicago. 


102. Marketing Beer - Dispensing 
Equipment. This is the title of a brief 
analysis of the distribution problems 
confronting manufacturers of bar fix- 
tures, including cooling units, beer 
faucets, block tin pipe and coils, beer 
pumps, tapping apparatus and com- 
plete bars. It indicates the plumbing 
dealer as a merchandiser of this 
equipment. Published by Domestic 
Engineering, Chicago. 


51. Steel, Basic to Industry. A 
booklet of 32 pages, particularly in- 
teresting because of its history of the 
steel industry in this country. Pub- 
lished by Penton Publishing Com- 
pany, Cleveland. 


8f. A Study of the Catalogue 
Practice of 209 Companies Who Sell 
in the Industrial Market. Compilation 
of a survey of methods of issuing 
and distributing industrial catalogs. 
Published by F. W. Dodge Corpora- 
tion, New York. 


100. A Survey of Buying Power 
in the Mechanical Industries. A 
booklet analyzing the distribution 
of buying power in the metal-work- 
ing and mechanical industries, and 
developing a new measure for in- 
dustrial buying power. Published by 
Machinery, New York. 


Locating New Market 
for an Old Product 


To the Editor: As we understand 
it, oil-burning vessels come into port 
with the fuel storage tanks that have 
been emptied to fuel oil, filled with 
ballast water, and that there are port 
regulations against dumping this oil 
contaminated ballast water over- 
board. What we want to know par- 
ticularly is: 

1. How is this problem of oil con- 
taminated ballast water handled in 
the principal seaports of this and 
foreign countries? 

2. The average cost per barrel of 
ballast water disposal in ports using 
such present methods. 


3. As much information as _ possi- 
ble on all methods of reconditioning 
cil contaminated ballast water. 


ADVERTISER, 


This advertiser has been referred 
to publications in the marine field, 
which were able to provide complete 
information. 
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Exclamations! 

To the Editor: Class & Industrial 
Marketing in its new form. I like 
it! Impels quicker attention! Eas- 
ier reading! More power to you. 


° LEE P. Bort, JR., 


Bott Advertising Agency, Little 
Rock, Ark. 
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Where Milk Goes 


To the Editor: On page 70 of The 
Market Data Book you indicate that 
3,785 major milk dealers handle 
8,305,000,000 gallons of milk per 
year. This reduces to approximately 
91,000,000 quarts per day. 

There is a considerable discrep- 
ancy between your figures and those 
I have received from one of the lead- 
ing publications in the milk indus- 
try. This publication estimates the 
daily delivery at 54,000,000 bottles, 
which includes approximately 20,- 
000,000 pints and half pints of cream 
and chocolate milk. 

I should like to know the authority 
for your statement, as it is neces- 
sary that I secure an accurate esti- 
mate of daily milk sales. 


PAUL F. WIrte, 
Witte & Burden, Detroit. 


The quotation was from a survey 
made by R. G. Dun & Co., which fixes 
annual milk production at 120 billion 
pounds, half of which is sold as fluid 
milk and cream, the other half going 
into the manufacture of butter, 
cheese and other dairy products. 


EX-ADVERTISING MANAGER? 


"So long, dad—just address me care of Reforestation Army." 
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Voice of the Industrial Advertiser 


Presidential Reader 


To the Editor: You may be inter. 
ested in knowing that I subscribed 
to Advertising Age, which now in 
cludes CLAss & INDUSTRIAL MARKET- 
ING and like the combined publica 
tion very much. 

Joun A. Root, 
President, The Fate-Root-Heath Co, 
Plymouth, O. 
» FF 


Call for “Register” 


To the Editor: Will you please 
send us the name of the publishers 
of the Thomas Register, in which we 
are very much interested? 

Also, we would appreciate infor- 
mation regarding the best hardware 
catalog for use in our purchasing de- 
partment. 

Rospert JUNE, 
General Beverage Equipment Corp. 
Detroit, Mich. 


s ¥ * 


The Strange Case of 


Malt Manufacturers 
To the Editor: Could you tell us 
how many malt houses are now op- 
erating in the United States and 
about how many operated before pro 
hibition? 
E. S. DANKS, 

Eugene A. Sittig & Son, 

Chicago. 


There were 55 malt houses in op- 
eration in 1919. The number took a 
sharp decline to 26 in 1921, but there 
after there was no further decrease. 
Rather, there was a slight gain, so 
that by 1931 no fewer than 27 were 
operating, indicating that demand 
for their products was gratifyingly 
larger than had been expected. 
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You’re Welcome 

To the Editor: As the Cincinnati 
Association of Industrial Marketers 
has adjourned until fall, I want to 
take this opportvuaity of thanking you 
for the splendid publicity you have 
given us. Many of the members 
have commented on this and I want 
you to know it has been thoroughly 
appreciated. 

CHARLES H. BUTLER, 
Chairman Publicity Committee. 
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Likes New Format 


To the Editor: I have noted with 
interest the few format of Crass & 
INDUSTRIAL MARKETING and wish to 
compliment you on it. I shall be 
looking forward with interest to each 
issue. 


T. W. MERRILL, 
Westinghouse Electric & Mfg. Co, 
Chicago. 
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CLUB OFFICER 


Producers of 
Sand to Merge 
Sales Forces 


Detroit, Mich., Aug. 3.—Sand and 
gravel producers of Oakland, Macomb 
and Wayne counties, the three coun- 
ties embracing Detroit and suburbs, 
have formed a mutual selling organ- 
ization, the Tri-County Sand & Gravel 
Association, which will operate along 
lines now being successfully followed 
by a group of Eastern coal mine 


owners. 


output of its 


The organization will market the 
member producers. 
Quantity and quality of the material 


as well as the proximity of the pit 
to the particular job will determine 
the price in each case. 

Sales will be made through rec- 
cgnized dealers and material deliv- 
ered direct from the pits to the cus- 
tomers. All billing and deliveries 
vill be handled through a central 
office in Detroit. 


Object of Group 


The purpose of the association, as 
outlined in its code of ethics, is: “to 
co-operate with each other, to elim- 
inate the evils of ignorant and ruin- 
ous competition, to make the relation- 
ship of the entire industry harmoni- 
ous, to establish uniform trade prac- 
tices and to eliminate trade abuses 
unfair to the producer and the cus- 
tomer.” 


Herbert Hoover Bohl and Calvin Coolidge Bohl, Albany, N. Y., play with their P&H 
toy shovels, provided by the a ae Milwaukee, and contemplate the 
new deal. 


Charles Reesey, new vice-presi- 
ent. 


| McFee to Lead 
Cincinnati’s 
Association 


Cincinnati, O., Aug. 3.— William 
McFee, chief. copywriter for the 
American Rolling Mill Company, 
Middletown, O., was elected president 
of the Cincinnati Association of In- 
dustrial Marketers at its final meet- 
ing of the season, featured by a golf 
tournament and banquet at Hyde 
Park Country Club. 

The slate headed by Mr. McFee 
was given spirited competition by a 
rival ticket of which C. H. Butler, 
ofthe Jesse R. Harlan Company, was 
the leader. The campaign was in- 
tensely spirited, if good-natured, and 
it took a count of the ballots to re- 
veal the result. 

Mr. McFee will be assisted by the 
following: Vice-president, Charles 
Reesey, Cincinnati Milling Machine 
Company; secretary-treasurer, Allan 
Beach, Littleford Brothers Com- 
pany; active directors: Allan Crain, 
Orville Simpson Company and Fred 
Berling, The Lunkenheimer Com- 
pany; associate director, Colter Rule, 
Champion Coated Paper Company. 

“With the aid of these officers and 
the members,” said the new presi- 
dent, “I confidently expect to make 
the ensuing year the best—both from 
the standpoint of membership and 
meetings—in the history of the or- 
ganization. 

“Already I have certain plans con- 
cerning the future which I believe 
will be of interest to every member. 
I will announce these plans early in 
August.” 

The next meeting of the Cincinnati 
association will be held in Sep- 
tember. 


Association Relieves 


Bureau of Standards 


Many activities heretofore handled 
by the Bureau of Standards, Wash- 
ington, D. C., are being assumed by 
the American Standards Association, 
29 West 39th St., New York. 

The following sections are _ in- 
volved in the change: Division of 
Trade Standards, Division of Speci- 
fications, Division of Simplified Prac- 
tice, Building Code and Plumbing 
Code Sections of Building and Hous- 
oe Division, and Safety Code Sec- 
tion. 


Whitman ib Bevnes 
Purchase Companies 


In a reorganization plan ratified 
by stockholders, Whitman & Barnes, 
Inc., Detroit, manufacturers of high 
speed twist drills and other products, 
has acquired three subsidiaries: La- 
trobe Tool Manufacturing Co., La- 
trobe, Pa.; J. M. Carpenter Tap & 
Die Co., Pawtucket, R. I., and Valley 
Forge Steel & Tool Co., Chicago. 

No effort will be made to merge 
the sales forces of the four manu- 
facturers. 


Heekin Expands 


Heekin Can Company, Cincinnati, 
has bought the Burgett Varnish 
Works in order to manufacture its 
own varnish. 


HE project is in the planning stage. 

Plans and specifications are to be sub- 
mitted to the owners two weeks from 
Detailed information on 
hundreds of items wanted NOW. In the 
past year a thousand salesmen have done 
their stuff. No time to call ’em all back. 


Wednesday. 


_ Here’s one typical setting in which 
your catalogue in Sweet’s is likely to carry 
the entire reponsibility for a chance at the 
order. In these circumstances, nothing 


What does 


your catalogue 


tell an architect? 


will influence the architect as much as 
a complete and convincing presentation 
of the facts, supplemented by detail 
drawings, specifications and any other 
elements necessary to a thorough under- 
standing of your products and services. 4 


There is good reason to believe that 
the coming months will place increasing 
sales responsibility on your catalogue. 
Make sure that it is adequate for the job. 


SWEET’S CATALOGUE SERVICE 


119 WEST 40TH STREET, 


Division of F. W. Dodge Corporation 
NEW YORK 
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CLASS & INDUSTRIAL MARKETING SECTION 


approximates the ability of wood 
barrels in protecting contents against 
changes in temperature and possibil- 
ity of deterioration. 

A. O. Smith Corporation, of Mil- 
waukee, is using spreads in brewery 
papers to feature a _ steel barrel 
shipped ready for use. The neces- 
sity of coating wood barrels with 
pitch has been a drawback hereto- 
fore. The steel barrel, now used by 
sixty breweries, according to the 
copy, is pitched at the factory, reliev- 
ing the brewer of this detail. 

The Smith Corporation offers a 


STEEL BARRELS 
WAGE WAR FOR 
BEER BUSINESS 


Chicago, Aug. 3.—The steel indus- 
try, lean and hard after its long fast, 
is making a terrific drive for a new 
market 


with containers for the|sample half-barrel on request of any 
transportation of beer. brewer. Strangely enough, the Smith 
3efore prohibition, wooden beer | package weighs only 60 pounds, com- 


barrels were used to the exclusion of 
other materials. It never occurred 
to anyone that perhaps a steel barrel 
might be as good as or better than a 
wooden keg. 

With the return of beer and with 
the steel industry needing more ton- 
nage, a half-dozen manufacturers 
have developed barrels which they 
assert possess all of the virtues of 
wood, and are far more durable. It 
is no secret that most of these bar- 
rels were severely tested in pre-beer 
days, in anticipation of the eventual 
legal return of this beverage. 

The Murray Corporation of Amer- 
ica, Detroit, is marketing an insu-| double-walled container. 
lated steel barrel, which, according| Ingersoll Steel & Dise Co., a divi- 
to the report of a testing laboratory, !sion of the Borg-Warner Corporation, 


pared with 70 to 72 for a wood half- 
barrel. 

Another Milwaukee house, Pressed 
Steel Tank Company, has introduced 
|the Hackney metal container in two 
types for beer shipments. Constant 
capacity, uniform weight, seamless 
construction that assures complete 
draining and easy cleaning and ster- 
ilization are some of the advantages 
claimed. 

The Duo-Steel Barrel Division of 
the Motor Wheel Corporation, Lan- 
sing, Mich., is using both trade pa- 
pers and consumer publications to —— 
advertise the DuoSteel barrel, a 


tervliet, N. Y., to produce stainles 


Read By Power Engineers Ine 
The 35 Principal Industries 


Refrigerating Unit at the Atlas Brewing Co., Chicago 


P OWER PLANT ENGINEERING affords unequalled coverage of 
the men who are responsible for the generation, transmission and uti- 
lization of power and purchase of equipment in the following thirty- 
five important industries: 


Automotive 
Beverages 


Institutions and Schools 
Iron and Steel 


Buildings, Offices, etc. Laundries 
Central Stations Leather 
Ceramics Lumber 
Chemicals Machinery 


Meat Packing 
Metal Manufacturing 
Metal Mining and Smelting 


Coal Mines 
Electric Railways 
Electrical Manufacturers 


Paper 
Engineering and Construction Petroleum Refineries 
Food Products Rubber 
Foundries Steam Railroads 
‘ Furniture Sugar 
Gas Works Textile 
Hospitals Universities and Colleges 
Hotels Water Works 


Ice and Cold Storage Miscellaneous Manufacturers 


If you sell turbines or traps, boilers or belting, pumps or packing, or other 
equipment affecting the power load in these industries, tell your story regularly 
in POWER PLANT ENGINEERING. Its broad coverage and notably low 
cost per page will make your advertising dollars do more work. 
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53 West Jackson Boulevard, Chicago, III. 


Charter Member A. B. C. — A. B. P. 


PR - Se ae at Be as a ee 
Chicago, has been jointly licensed 
with the Ludlum Steel Company, Wa- 


Ss 


steel barrels of the Krupp design. 
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NEW TYPE OF BUILDINGS DISPLAYED AT A CENTURY OF PROGRESS 


2 SSSA pee 


Porcelain enameled all-steel house displayed at the Century of Progress by 
American Rolling Mill Co., Middletown, Ohio, and Ferro Enamel Corp., Cleve- 
land. Above, glass house displayed by Owens-Illinois Glass Co. 


Pennies Whe 
Curiosity in 
Copper Boiler 


Philadelphia, Pa., Aug. 3.—A shin- 
ing one-cent piece, mounted on an 
introductory card for Everdur Cop- 
per Range Boilers by the Pennsyl- 
vania Range Boiler Company, aroused 
the interest of plumbing jobbers 
throughout the country to such a 
pitch that the new line went over 
with unprecedented speed. 

The card called attention to the 
fact that the penny with which each 
jobber was presented was actually 
inferior to the product it advertised, 
since it contains only 96 per cent 
copper, as against 97 per cent for the 
new line. 


Response Is Heavy 


While the plumbing trade has al- 
ways liked copper boilers because of 
their rustless qualities, claims that 
the Everdur also possessed the stam- 
ina of steel aroused their interest 
and induced a large percentage to 
return a card asking for complete 
information. This was answered in 
person by the company’s salesmen. 

Three more direct mail pieces were 
correlated with advertising in lead- 
ing trade papers to capitalize the 
curiosity and interest created by the 
initial announcement. 

E. A. Clarke Company handled this 
campaign, another feature of which 
was use of a giant package wrapper. 
nearly four feet in length. This was 
placed around the boilers before they 
left the manufacturer’s plant. The 
band, listing all outstanding Everdur 
features, qualified as a “silent sales- 
man.” 


Blatz Places Order 


Blatz Brewing Company, Mil- 
waukee, has placed a $200,000 order 
for tanks and other equipment with 
the Milwaukee Bridge Company. 


Buildings of 
Metal, Glass, 
Shown at Fair 


Chicago, Aug. 3.—More than 10,000 
visitors daily pass through the _ por- 
tals of the metal home on which sev- 
eral well known industrial adverti’- 
ers collaborated to present A Century 
of Progress. 

Almost as interesting to the pub- 
lic is the house built of glass blocks, 
which promises new esthetic delights 
for the future. 
scribed by Class & INDUSTRIAL MAR 
KETING, 

The metal structure, sponsored 
jointly by the American Rolling Mill 
Company, Middletown, O., and the 
Ferro Enamel Corporation, Cleve- 
land, illustrates two new develop- 
ments in building. The first is the 
prefabricated frameless steel method 
of construction, while the other is 
the use of porcelain enamel as an 
exterior finish that requires no paint. 


A $5,000 Home 


Containing seven large rooms, two 
baths. ample closet space, garage, 
laundry and heater room, as well as 
a solarium and sundeck on the roof, 
this medern metal home demon: 
strates what the buyer of today can 
get for $5,000 or so. 

Insulated Steel Construction Com- 
pany, of Cleveland, erected the house 
and will market the patented frame 
less steel method of construction. 

The porcelain enamel exterior has 
attracted particular attention, prom- 
ising further relief from drudgery. 
The garden hose can be used when 
it needs cleaning. 

The house is called vermin-proof, 
lightning-safe, shrinkless, wind-re 
sistant and strong. It is standardized 
in construction, without being of 
standardized design. 

These houses are of particular in- 
terest in view of possible decentral- 
ization of industry. 
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- NEW SECRETARY 


Allan E. Beach, of Littleford Bros., 
Cincinnati, who was elected secre- 
tary-treasurer of the N.1. A.A. at 

the annual meeting. 


NICHOLSON FILE 
QUALITY DRIVE 
YIELDS ORDERS 


Also Helps Check Demand 
for Low Price 


Providence, R. I., Aug. 3.—The 
Nicholson File Company is reaping 
results from a campaign started last 
February, so timely in its appeal that 
the copywriter seemed to foresee the 
wave of optimism now running 
through industry. 


The campaign, insisting that “‘Tak- 
ing Punishment Is Part of the Job,” 
was launched at a time when busi- 
hess was stagnant and when the vir- 
tue of quality seemed to have been 
almost forgotten in the wild rush for 
low prices. 


Nicholson believed, however, that 
it could successfully combat this tem- 
porary hysteria and it did so to such 
good effect that ultimate users were 
given pause, distributors were en- 
couraged, and some orders came in 
immediately. This campaign had 
such vitality and coincided so closely 
with the upturn of business, however, 
that the trickle of orders has recently 


The campaign, featured by striking 
illustrations from many industries, 
proved that, just as railroaders, 
steam shovel operators and many 
others hold invincibly to their tasks 
in the face of disheartening condi- 
tions, so Nicholson Files possess the 
in built quality to respond to unusual 
filing assignments that tested their 
ability to “stay with the job” while 
shaping and smoothing tough metals. 


Industry at Work 


Among the dramatic drawings 
which visualized this theme were a 
diver being brought over the side 
after plumbing to unusual depths; 
a railroad engineer coaxing yet a 
little more speed out of his leviathan 
of the rails in the face of a howling 
blizzard; a news-reel photographer 
“shooting” an attack so that all the 
world might see; steel workers carry 
ing on despite the terrific heat of the 
blast furnaces; and so on, through 
the roll of industry. 

The campaign was as far-flung in 
execution as virile in conception. It 
appeared in lumber, hardware, in- 
dustrial and school papers; in the 
farm field and in popular science 
Magazines; one or two general maga- 
zines were used, with a few metro- 
politan newspapers. 

While it was designed to reach 
every user and dealer, a direct mail 
campaign to hardware jobbers and 
retailers and mill supply dealers 
was synchronized with it. They 
Were given advance copies of the ad- 
vertising and urged to turn the cam- 


paign to advantage. Dealer helps 
were also provided to this end. 

The campaign had a cumulative 
effect. It attracted more and more 
attention as the downward plunge 
of the country’s sales line was ab- 
ruptly halted. It is given credit not 
only for increasing sales of the ad- 
vertiser, but of enhancing the al- 
ready splendid Nicholson reputation 
and even, in some quarters, of having 
helped pull the country out of the 
slump. 

Larchar-Horton Company, Provi 
dence agency, handled the campaign. 


L. I. Thomas, 
Gage Officer, 
Is Dead at 49 


New York, Aug. 3.—Funeral serv- 
ices were held at Brockton, Mass., 
yesterday, for Leon Irving Thomas, 
vice-president and secretary of the 
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UNISHMENT IS PART OF THE JOB 


How Nicholson File emphasized the quality of its line. 


Gage Publishing Company. Mr. 
Thomas, who was also editor of Elec 
trical Manufacturing, died Sunday 
after a prolonged illness. 

Born in Brockton, in 1884, Mr. 
Thomas was educated at Worcester 


What else in the world is so 
reliable and so steady as the 
daily habit (necessity is the 
correct word) of eating? Noth- 
ing could occur to disrupt seri- 


guarantees to food processers except 
a calamity that would wipe out millions 


FOO B=" 


A McGraw-Hill Publication, 330 West 42nd St., New York 


Polytechnic Institute. Upon his 


graduation in 1907, he became per 
sonal laboratory assistant to Dr. Lee 
DeForest. From 1910 to 1912, he 
was in the engineering department 
of the American Telephone & Tele- 
graph Company. 

He entered the business paper field 


in 1912 with the A. W. Shaw Com- 
pany. His rapid progress was cli- 
maxed by his appointment as editor 
of Factory. Subsequently, he became 
one of the editors of Industrial 
Power. 

In 1929, Mr. Thomas became man- 
aging editor of Electrical Manufac- 
turing, published by Gage. Two years 
later, he was appointed editor and an 
officer of the company. 

Mr. Thomas was a member of many 
engineering societies. He is sur- 
vived by his widow, Grace Howe 
Thomas and two daughters, Barbara 
and Priscilla. 


Steel Contest Ends 
at Pittsburgh Meet 


One feature of the convention of 
the Association of Iron & Steel Elec- 
trical Engineers at Pittsburgh Octo- 
ber 17-19 will be announcement of 
winners in the association’s cam- 
paign for “New Uses for Steel.” 

The campaign was to end May 15, 
but because of the interest displayed, 
was extended. 


A GUARANTEED MARKET 


‘ Guaranteed in spite of price or panic 


... by the very necessity of eating 


that this habit 


of our population overnight. Changing tastes 
may shift consumption statistics from one class 
of food to another but not from food to some- 


That’s why we say, Mr. Equipment Man, that 


bedrock selling fundamentals 


when you approach the food-manufacturing mar- 
ket in terms of food instead of in terms of bread 


bananas or bologna. That’s the 
F8od Industries approach their 


task of giving food processers a rounded publish- 
ing service. They project the engineering, produc- 
tion and distribution problems common to a wide 
variety of food businesses. Thus the baker learns 
from the canner, the brewer learns from the dairy- 
product manufacturer, the meat packer learns from 


the ice 


food plant 


cream manufacturer 


—and so on. 


The problems of one type of 


many times are the 


problems of several others. No 
plant is dependent wholly on strictly 
industry processes. This is revealed in the 


results secured by long-time advertisers in Food 


Industries. Orders and inquiries produced by their 


advertising come from all branches of the food 


industries. Contemplate, for instance, the com- 


mon interest of food processers in— 


different soups). 


aperitifs . . . Some like their cereal 


some like ’em flat. 


explains how to prevent them . 
tion . 


What the editors offer in the AUGUST issue 


Often a variety of food items can be produced from a few basic 
formulas (grandmother’s ‘‘stock’’ kettle used to produce a lot of 
We show how a confectioner does it. 
are looking for the formula that will produce brandy drops and 


We tell how they get that way . 
of changes can occur in foods when they’re frozen. An article 
. . Vegetable washing gets atten- 
. . So does egg drying . . . Various food processers will be 
interested in the uses of enzymes and clarification of fruit juices 
which make for effective and economical filtration . 
AAA are of deep concern to every branch of the food business. Last- 
minute developments and abstracts of some of the codes are given. 


We still 


flakes curled like crullers; 
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Did you notice the July issue in its new dress? 
. . «+ its 20% increase in editorial space? 
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LEARN HOW 10 
SELL BY STUDY 
OF PURCHASING 


That’s Advice of Prof. Lewis 
in New Book 


New York, Aug. 3.—One way to 
learn to sell is to ascertain how 
equipment is bought and the adver- 
tising or sales manager seeking this 
knowledge need go no further than 
the purchasing agent of his own 
plant. 

This is one of the points made by 
Prof. Howard T. Lewis, professor of 
marketing, Graduate School of Busi- 
ness Administration, Harvard Uni- 
versity, in his new book, “Industrial 
Purchasing.” The volume has just 
been published by Prentice-Hall, Inc., 
New York. 

The author assigns a revolutionary 
new role to the purchasing agent. 

“Most concerns which are doing a 
really good piece of work in mer- 
chandising,” wrote Prof. Lewis, sig- 
nificantly, “recognize the necessity of 
placing the procurement officer on 
the merchandising committee. The 
suggestion has been made and in 
some cases followed, of having the 
procurement division of the business 
responsible for the merchandising 
function. 

“The development of the procure- 
ment function has implications in- 
volved in it far beyond those which 
suggest themselves to the casual ob- 
server. It will, for example, be likely 
that a rather thorough revision of 
the marketing policies of concerns 
will be necessitated by virtue of the 
more aggressive and independent at- 
titude of the well-qualified director 
of procurement. 


Gives Practical Advice 


“There will be less talk of rule-of- 
thumb methods of overcoming sales 
resistance, less reliance upon ‘the 
fourteen ways to meet the objections 
of the buyer,” and less time given to 
other superficial discussions which 
suggest that the buyer does not know 
his ground and is susceptible to one 
kind of bait even if another does 
not serve. 

“There will be many an advertis- 
ing program reconstructed when 
the marketing director comes to 
understand that buyers are not so 
much game to be fooled into buying. 
The more alert sales managers have 
realized this for a long time, but it 
is safe to say that even the most 
wide-awake of them are neglecting 
their opportunity to learn much from 
their procurement directors.” 

The purchasing agent of a large 
machinery manufacturing company 
has laid down this formula for cov- 
ering his requirements. Prof. Lewis 
said: 

1. Only those materials should be 
secured that would prove cheapest 
in the long run, price and quality 
considered. 

2. Whichever source of supply is 
used should insure the best possible 
service obtainable. 

3. All purchases should be sched- 
uled in order to keep inventories at 
a minimum. 

4. Through centralized control, 
full advantage must be taken of the 
company’s purchasing power to 
effect maximum economies. 


Selling Comes First 


5. It should be remembered that 
the primary object of the company 
is to sell its products. Its purchases 
from its customers should be con- 
ducted so as to insure the greatest ad- 
vantage possible. 

Prof. Lewis pointed out that the 
determination of what is required is 
primarily a responsibility of the 
using department. 

“However,” he said, “it does not 
follow that the purchasing depart- 
ment is not interested in the charac- 
ter of the wants of the various de- 
partments of the business. Quite 
the contrary is true. The purchas- 


ing department is definitely and con- 
tinuously interested not only in what 


MAKING THE NAME-PLATE TELL A STORY 


the present requirements of other 
departments are, but also in what 
the requirements of those depart- 
ments are likely to be at some future 
period. 

“It is the procurement officer's 
business in a co-operative way to 
suggest new materials and new 
equipment which can be used to ad- 
vantage by the other departments 
and which may not have come to 
their attention.” 


Coming Expositions 


MTOR 
STTAKOR 


Aug. 24-26. International Associa- 
tion of Electrotypers at Chicago. N. 
Gross, 949 Leader Block, Cleveland, 
Ohio. 

September. National Hardwood 
Lumber Association, at Chicago. L. 
Beale, 59 East Van Buren Street, Chi- 
cago. 

Sept. 11-15. International Associa- 
tion of Electrical Inspectors at Chi- 


ment. 


Interesting lettering adopted by Motorstokor Corporation, 
New York, for current campaign. 


cago. V. H. Tousley, 612 N. Michi- 
gan Avenue, Chicago. 

Sept. 
Association at Milwaukee, 
hibit of supplies, furniture and equip- 


11-15. American Hospital 


B. W. Caldwell, executive sec- 


Some of the facilities you 


Drama 


can use to present your 


sales message effectively: 


Layou 


with ex- 


Sept. 20-30. National Electrical 
Exposition at New York. R. Neu- 
muller, Grand Central Palace, New 
York City. 


Sept. 25-Oct. 1. American Exposi- 


retary, 18 E. Division St., Chicago. 


— 


tion Brewing Machinery Matepia) 
and Products, at Chicago. F. Mende). 
sohn, 242 Auditorium Hotel, Chicago, 

October. Allied Trades of the Bak. 
ing Industry at Chicago. G. Reuter, 
595 Madison Avenue, New York. 

Oct, 2-7. National Metal Expogj. 
tion, at Detroit. W. Eisenman, 7015 
Euclid Avenue, Cleveland, Ohio, 

Oct. 15-19. National Electrical Cop. 
tractors Association, at Indianapolis, 
L. W. Davis, 420 Lexington Avenue, 
New York. 


Oct. 16-19. Laundryowners Na. 
tional Association at Milwaukee 
Secretary, Albert Johnson, Joliet, I), 

Oct. 17-19. Association of Iron & 
Steel Electrical Engineers, at Wil. 
liam Penn Hotel, Pittsburgh. Johy 
F. Kelly, Empire Bldg., Pittsburgh. 

November. National Standard 
Parts Association at Chicago. O. B. 
Sault, 1304 Eaton Tower, Detroit, 
Mich. 


Nov. 13-17. National Hotel Expo. 


sition at New York. M. A. Caldwell, 
221 West 57th St., New York City. 


tized Photography ... 
Merchandising Plans and Copy 
t and Illustration 
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ADVERTISING AGE 
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Coin Phrase 


To Introduce 
New Machines 


Bridgeport, Conn., Aug. 3.—Coin- 
jing @ new phrase, then presenting it 
dramatically, helped the Bullard 

Company create interest in a new 
‘Biine of machines almost overnight. 

The company took the front covers 
of several publications reaching ma- 
‘Shine users with a startling illustra- 
tion which was justified by the cap 
‘Htion, “Eyes of industry are focused 
on Flex-Au-Mobility. See pages 6 
and 7.” 

Those who followed the story to 
the inside pages saw a machine and 
a description on one page and a let- 
ter from E. P. Bullard, president of 
the Bullard Company on the other. 
This missive explained: 

“During a depression, progressive 
executives and engineers have the 
opportunity to review the past and 
plan for the future. 


“The executives and engineers of 
the Bullard Company have again 
utilized this opportunity to analyze 
the needs and requirements of the 
industries we serve. Analysis of 
these industries has included consul- 
tations with many production execu- 
tives in many industries, and we 
gratefully acknowledge our indebted- 
ness to those who have contributed 
to the development of the new line 
of machines. 

“It is evident that the primary re- 
quirements will be increased Flexi- 
bility, Automaticity and Mobility in 
equipment and the Bullard Company 
has coined the word ‘Flex-Au-Mobil- 
ity’ as distinctive and descriptive of 
these qualities. 

“With Flex-Au-Mobility as the key- 
note of new Bullard products, we are 
pleased to announce the first of the 
new machines—the Single Spindle 
Automatic Vertical Lathe.” 


A. M. Byers Company, wrought 
iron products, Pittsburgh, has placed 
its advertising account with Aubrey 
& Moore & Wallace, Chicago. 


EYES INTRODUCE NEW MACHINE 


———— 


— — 


EACH 
TO ITS TASK 


Whether your printed adver- 


tising is to take the form of a booklet, 


ILLINOTIS 


a folder, or a broadside is something 

for you to decide. How it should be 
planned and produced to be most effective 
only experience can determine. Rosenow 
Company offers an unusual creative 
and mechanical service in this respect. 

Each sales message is planned to 

perform a definite sales task and 

produced with equipment that 
permits the best possible 
visual presentation. 


COMPA 


CHICAGO 


Expert Typography .. . 


N Y 


Spectraprint Process of Color Photography 
mays Hi-lite Halftones and Four Color Process Plates 
Color Printing . . . Sheet-fed Gravure Plate-making and Printing 


CONSTRUCTION 
IS GRADUALLY 
GAINING SPEED 


Advertisers Prepare for Busy 
Last Half 


New York, Aug. 3.—Far greater 


activity in both engineering and 


building construction is forecast for 
the last half of the year, than in the 
first six months. Residential con- 
tracts are the surprise of the build- 
ing construction field, July running 
25 per cent ahead of 1932, according 
to the F. W. Dodge Corporation. 
This authority believes both resi- 
dential and general building will 
show handsome gains over 1932 for 
the remainder of the year. 

The Government’s $3.3 billion pub- 
lic works program seems to be reach- 
ing fruition after some vexatious de- 
lays. Early optimism among adver- 
tisers was dampened by later events, 
but is now reviving. 

The public works board at Wash- 
ington has at last turned to consid- 
eration of large federal projects. 
New York and Utah have been first 
to get actual approval of highway 
projects to be executed as part of 
the public works program. Thirty- 
three states have been assigned $266,- 
000,000 of the $400,000,000 allotted to 
roads in the public works act. 
Almost two-thirds of the total 
made available for allotment to fed- 
eral and non-federal public works is 
yet to be assigned. 


Limit Hand Labor 


In this program, “preference for 
hand labor will not be carried be- 
yond the point where it ceases to be 
economical,” Engineering News-Rec- 
ord reported. “To do so, the public 
works board believes, not only 
would thrust a burden on the com- 
munity in the future when the obli- 
gation to the Government must be 
liquidated, but might prevent an- 
other community from participating 
in the public works program if funds 
are exhausted by high cost methods 
of construction.” 

It is generally understood that the 
lowest bidder will get the contract 
and that this, too, means the use of 
the most efficient machinery it is 
possible to get. 

An advertiser making machines for 
use by contractors gave this typical 
comment: 

“We have already increased our 
advertising by 40 per cent and ex- 
pect that it will run as high as 50 
to 60 per cent when averaged over 
the last half of this year. 

“Our program centers around the 
$3.3 billion public works fund and 
the fact that industrial codes greatly 
alter the loose marketing of contrac- 
tor’s equipment.” 

The Cast Iron Pipe Research As- 
sociation is conducting a substantial 
campaign, using one general maga- 
zine and a dozen papers in the wa- 
terworks and allied fields. The con- 
sumer copy urges every reader to 
see that his community gets the Gov- 
ernment grant of 30 per cent of the 
cost of labor and materials if it 
needs new waterworks. 

The Portland Cement Association 
has also started a consumer cam- 
paign to sway public opinion in favor 
of concrete streets. 


Start Campaign for 
Mill Supply Jobber 


The Joint Merchandising Commit- 
tee of the Mill Supply Industry has 
started a direct-mail campaign to sell 
the dealer’s services to manufactur- 
ers of industrial tools, equipment and 
supplies. 

Four-page jumbo folders are being 
used. Each will discuss some ad- 
vantage of distribution through mill 
supply houses. The first asked, “Do 
you have adequate and effective dis- 
tribution? Are you delivering your 
product to the consumer at the low- 
est possible cost to him?” Location 


of dealers and other data were given. 
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A. N. A. Completes 


Study of 


Rates of 


224 Business Papers 


New York, Aug. 3.—‘“A Rate Study 
of 224 Trade and Industrial Publica- 
tions” has been issued by the As- 
sociation of National Advertisers. 
The study, confined to A. B. C. 
papers, shows a general increase in 
cost per page per thousand circula- 
tion for 1932, as compared to other 
recent years, though there are some 
exceptions. Figures for 1933 were 
not available. 

The survey was prepared by the 
Industrial Advertisers Committee, of 
which Ralph Leavenworth, of West- 
inghouse Electric & Mfg. Co., East 
Pittsburgh, Pa., is chairman. It was 
approved by the research Council of 
the A. N. A., headed by Merle Banker 
Bates, of Life Savers, Inc., Port 
Chester, N. Y. 

Like most of the reports of the A. 
N. A., the present one is copyrighted. 

The foreword by Paul B. West, 
managing director of the A. N. A,, 
said: 

“In line with the usual practice of 
the Association of National Advertis- 
ers, we have here compiled a factual 
report from which members can draw 
their own conclusions. 


Describes Background 


“Some time ago the industrial 
members of the A. N. A. decided 
there was a need for a study of rates 
and circulations of trade, technical 
and industrial publications. They 
further decided that the study should 
cover a sufficient period of years to 
show the trend. With this thought 
in mind, we have assembled the facts 
contained herein. 

“It should be noted that this study 
was confined, of necessity, to those 
publications which are members of 


the Audit Bureau of Circulations. 
The figures given out by the Con- 
trolled Circulation Audit do not go 
back far enough to include them. 

“Again, it would be obviously un- 
fair to include publications whose 
circulation is not audited. It is our 
belief that the study of these 224 
publications shall be sufficient to 
show the trend in circulation and in 
rates.” 

The major part of the study con- 
sists of tabulations of individual 
papers, giving for each the number 
of issues in each recent year; page 
size, total average net paid, includ- 
ing bulk; black and white page rate 
and cost per page per thousand circu 
lation both for one time and all 
issues for one year. Percentage of 
miscellaneous and unclassified circu- 
lation is also shown. 

“From the tabulations,” said the 
introduction, “two series of compara- 
tive charts have been provided, one 
showing the range of fluctuation of 
cost per page for 1,000 circulation, 
the other projecting 28 of the impor- 
tant groups or classifications, giving 
a graphic picture of the fluctuation 
of circulations and rates of each 
group.” 

The introduction reported’ that 
study shows that the circulation of 
160 publications shows a decreasing 
trend, with 27 increasing. 


Tendency of Rates 


“In checking the tendency of the 
one-time rate and all-issue rate,” it 
continued, “only the last three years, 
inclusive of 1933, have been taken 
into consideration. These years in- 
dicate that 29 of the publications 
show a decreasing and 16 an increas- 


LIAISON MEN 


Standing, Paul |. Aldrich; sitting, 
left to right, Douglas G. Woolf 
and Virgil B. Guthrie. 


ing onetime rate; 25 a decreasing 
all-issue rate and 29 an increasing 
all-issue rate. . . 

“In considering the general trend 
of the cost per page per thousand 
(‘one-time for the five years from 
1928 to 1933) we find that this cost 
of 165 of the publications is increas- 
ing, 23 decreasing. As to the cost 
per page per thousand, all-issues, 163 
are increasing, 22 decreasing.” 

The study includes a number of 
group charts, which give a compara- 
tive picture of circulation and of 
rates of the combined papers in each 
of 28 groups. The following example 
is given: 

“Noting the graph under the classi- 
fication, ‘Building’ we see that the 
period covered was from 1928 to 1932 


inclusive. It shows that in 1931 the 


total circulation of the group was 24 
per cent greater than the total circu 


lation in 1932, while in the same year | - 


(1931) the total of the rate per page 
per thousand of all these publica- 
tions was 19 per cent lower than in 
1932; in 1930, the highest point of 
comparative circulation is 38 per 
cent higher than the circulation in 
1932. In 1928 the lowest compara- 
tive combined rate per thousand is 
38 per cent less than the combined 
rate per thousand circulation for 
1932.” 


Timken’s Net Soars 


Timken Roller Bearing Company, 
Canton, O., reports net profit of $929,- 
460 for the second quarter of 1933. 
This compares with $199,903 for the 
corresponding period of 1932. 


Pershing’s AEF required four men in the rear 
to support every man in the front line. Bebind 
the men in the rear was the whole industrial 
structure of the U. &., 


employing millions. 


men 


BEHIND 


the 


ILLUSTRATING HOW PUBLIC CON- 
STRUCTION INCREASES EMPLOYMENT 
INSIDE AND OUTSIDE THE INDUSTRY 


In a normal year of construction 
activity 3,000,000 people are em- 
ployed in the front lines of construc- 
tion. But that isn’t all. Between 
9,000,000 and 12,000,000 more are 
employed behind the lines in mines, 
quarries, steel mills, cement plants, 
forests, equipment and supply plants 
and transportation. The AEF ratio 
of 4-to-1 holds generally true in the 
construction industry. 


fluence of construction activity pene- 
trates. For instance, New York State 
benefits from construction projects 
in California. The Chateaugay Ore & 
Iron Co. has just reopened its blast 
furnaces at Lyon Mountain to supply 
pig iron for Bay Bridge and Golden 
Gate Bridge in San Francisco. 


Different authorities estimate that 
the direct and indirect benefits of 
construction are so vast that every 
billion dollars expended for public 
construction will provide a year’s 
work for a million men. No wonder 
the government designated the con- 
struction industry as the spearhead 
of the drive to restore normal em- 
ployment. No wonder the adminis- 
tration is working overtime to re- 
lease the billions of federal credit 
for projects that will do the most 
good. 


Steel, for example—It requires the 
labor of three men working a full 
day to produce a ton of steel. This 
excludes the overhead and clerical 
forces directly associated with steel 
production. In the more normal 
years of 1928, ’29, ’30 and ’31 the 
engineers and contractors who con- 
stitute the construction industry 
averaged to use 2,500,000 tons of steel 
a year, thus providing 7,500,000 man- 
working days for the steel industry 
each year. Seventeen percent of all 
steel produced is bought by the con- 
struction industry. 


Hm % * 


Equipment and materials manufac- 
turers are already unlimbering their 
guns. Satisfied that the government 
means business they are making the 
first real selling effort in years. The July 
issues of Engineering News-Record 


It is impossible to compute in exact 
terms how far back into industry and 
low far away the employment in- 


and Construction Methods carried 
several new advertisers. Some of the 
more regular advertisers increased 
their space in these issues. They use 
advertising in these two publications 
because it is the most practical and 
economical way of reaching the 
45,000 engineers and contractors who 
are bidding on the jobs that federal 


the gun 


funds are making possible. They 
recognize that winning bids must be 
computed with a knowledge of what 
equipment can do in saving time 
and money. The time to make these 
engineers and contractors familiar 
with the latest in equipment and 
materials is before they sharpen their 
pencils. 


Engineering News-Record 


Construction Methods 
MeGraw-Hill Publications 


330 West 42nd Street 


New York 


CONFERENCE TO oh 
CONTACT CAPITAL Mi 


Cleveland, July 27.—The Natio F 
Conference of Business Paper Rj 
itors, of which Earl Shaner, Steel, 
president, has appointed committe 
to maintain contact with Washing 
ton in connection with the industria) 
program recovery. The appoint 
ments were made following the 
cent conference at the capital. 
Douglas G. Woolf, editor of Teztiy 
World, New York, has been namegp inal fie 
chairman of the committee to cop) exhibit 
tact the Industrial Council; Virgil Compat 
B. Guthrie, editor of National Petry) Nation: 
leum News, Cleveland, the Nationale seciatic 


Chica 
manuta 
gradual 
kets WI! 
promot 
vate an 


Industrial Recovery Administration) The 
and Paul I. Aldrich, editor The Na) pany’s 
tional Provisioner, Chicago, they pany, V 
Agricultural Adjustment Administraly membe! 
tion. For 
———_—— Belden 
enjoyed 

Mercready Sells Agency | rubber 
Herbert V. Mercready has sold hig °!@¢t"! 
interest in the Mercready Phelps YeUs!! 
Company, Plainfield, N. J., to W. Bp other ¢ 
Wheaton, Jr., and Robert M. Shep— by cati 
herd. Mr. Mercready has formed af ple cor 
new agency at Garwood, N. J. Whil 
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NEW CUSTOMERS 
too has 

THAN The 

with n 

EVER BEFORE)": 
other ] 

A certain large cog ment 

poration had the bulk of the bi + <l 
business in its field. It show Spec 
little interest in smaller accounl} packag 
or new customers. In the 
When we took over the adverti¥ to hous 
ing in 1928, the number of thig Beld 
company’s new customers had bee —. 
falling steadily for three year ao 
“Saturation,” was the explanatio§ mont. 


we received. 

But we thought otherwise—a 
by the end of 1928, our client ha 
16% more new customers than i 
the previous year. And the recor 
for 1931 was 26% above that fo 
1930—the increase during the pas 
three years is 50%. Also some 0 
the added customers were fro 


BUS 
AD 


4 Chie 
new fields which have develope there 
into important outlets. busine 
Old customers didn’t buy as muc§ this n 
in °30 and ’31, but the new cup 2omes 
tomers kept total sales up to a A 
normal level. They continued | tailea 
1932. heen 
What we did for this client an§ cently 
others in making advertising affeq merits 
the balance sheet favorably—i} To | 


shown in a collection of bes ogy 
specimens we have assembleij *UY ° 


They will be exhibited to anyon Batic 
interested. # | ments 
Supple 
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ADVERTISING AGE 


MARKETS WHILE 
EXPANDING OLD 


Chicago, Aug. 3.—How a pioneer 
manufacturer of industrial products 
gradually reached out for new mar- 
kets which involved some consumer 
promotion, while continuing to culti- 
vate and merit orders from the orig- 
inal fields was demonstrated by the 
> con exhibit of the Belden Manufacturing 
Virgy)) Company at the convention of the 
Petry) National Industrial Advertisers As- 
\ scciation here last month. 

The exhibit, entered by the com- 
pany’s agency, the Fensholt Com- 
® pany, won an award in the associate 
members’ Classification. 

For a quarter of a century the 
Belden Manufacturing Company has 
enjoyed a large sale of magnet wire, 
rubber covered wire, cordage and 
electrical connectors. Consistent ad- 
vertising to engineers, designers and 
other executives has been supported 
by catalogs, display cases, and sam- 
ple cords. 

While holding this business, the 
company has successfully developed 
new lines for the automotive trade 
and others for the radio industry. In 
tle first case, two channels for busi- 
ness exist: the car manufacturer who 
buys wire as original equipment, and 
the replacement parts field, which 
uses automotive wire and cable in 
making repairs and replacements. 


Reaching the Jobber 


Little formal advertising is in- 
yolved in reaching car manufactur- 
ers, Where engineering approvals are 
the open sesame. For obtaining and 
servicing jobber outlets, however, 
the company uses display advertising, 
counter cards, posters, window 
streamers, cartons and still films. 

When radio was in its infancy, the 
company identified itself with the 
amateur set builder. With the shift 
of business to the manufacturer, he, 
too has been successfully cultivated. 

The electrical field was invaded 
with new products such as replace- 
ment cord sets for flat irons and 
other heater units. A new develop- 
ment is a replacement lamp cord 
which any householder can inst&ll 
without tape or tools. 

Special attention has been paid to 
packaging of consumer 
In the case of one specialty, a house- 
tohouse campaign was conducted. 

Belden has also used a highly de- 

veloped campaign to induce electrical 
| manufacturers to use its soft rubber 

plugs and cords as original equip- 
ment. 


BUSINESS PRESS 
ADDS TO LAURELS 


Chicago, Aug. 3.—The axiom that 
there is no substitute for the alert 
business paper received new proof 
this month from Railway Age and 
Domestic Engineering, both of this 
city. 

The charge that railroads have 
failed to keep up with the times has 
been given frequent expression re- 


Merits of railroads and bus lines. 

To lay the facts before anyone in- 
terested, Railway Age devoted its 
July 1 edition entirely to research 
done by railroads, showing the gi- 
gantic strides made in all depart- 


anyone 


t Ments as a direct result. This was 

Supplemented by copy of advertisers 

ie N relating individual improvements 

4") made available to and adopted by 

Ine. Tailroads as a result of adequate re- 
search. 

RIAL) This issue of Railway Age is re- 

“s garded as convincing proof that rail- 


x toads have been among the most pro- 
sressive industries in the country. 
Equally impressive is the record 


a | made by Domestic Engineering. The 
use, N.)-] Teturn of beer was so sudden that 
few manufacturers of dispensing 
quipment had developed proper dis- 
—ze« 'Tibution facilities. Domestic Engi- 


products. | 


SOME OF ADVERTISING WHICH HELPED BELDEN WIN MARKETS 


neering believed that the plumber 
was equipped to step into this picture 
and give good results. 

It started a Beer Equipment Dealer 
section and was surprised by the re- 
sponse, which indicated that readers 
were avid for information and manu- 


facturers equally so for responsible 
outlets. 

Even where plumbers do not wish 
to handle beer dispensing equipment 
as part of their regular lines, they 


are willing, it has been found, to co- 
eperate closely with specialty houses 


to provide satisfactory service to 
beer stores. 


Chain Belt Busy 


Chain Belt Company, Milwaukee. 
is building 21 special Moto-Mixers, 28 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


YOUR SALES MANUAL——LET 
us prepare it. We have for many 
leading firms. Send for literature. 
Arthur W. Wilson, 501 Fifth Ave., 
New York City. 


belt conveyors and a super-size mixer 
for the San Francisco Oakland Bay 
Bridge project, now under way. 


Blaw-Knox Cuts Loss 


Net loss of Blaw-Knox Company, 
Blawnox, Pa., for the first half of 
1933 was reduced to $102,075 from 
$261,733 in the like 1932 period. 


One of 
many candidates for 
Chem and Met’s Award 
for chemical en gineer- 
ing achievement 


ODAK’S achievement was described in a re- 
cent issue of Chem & Met, along with other 
achievements of equal importance. Every month 
for the rest of the year Chem & Met will present 
chemical engineering achievements of this order. 
Every case is a candidate for the Chem & Met 
Award and will be reviewed and adjudged by a 
jury composed of nationally known leaders in the 
process industries. The winning company will be 
announced in the October issue. It’s achievement 
and history will be described in the November or 
14th Chemical Exposition Number*. 


In doing this sustained editorial job Chem & Met 


is focusing the 


attention of the process industries 


on record accomplishments that have in some cases 
upset the whole field, produced new products from 
waste materials and created entirely new indus- 
tries—all in the period of the depression. Descrip- 
tion of the individual achievements reveals new 
equipment and methods that can be utilized in a 
wide variety of processes. thy ; 


This, we believe, illustrates the unity of the field 
we call the process industries. Although a market 
of wide diversification its needs and buying habits 


*14th Chemical Exposition Week 


December 4, New York. 


are common. It is an ideal market in which to try 
out a new product because it is a community of 


different but related industries. 


It is a market in 


which something new is happening all the time. 


Chem & Met is equipped to render to manufac- 
turers of equipment and materials the same high 


order of help that characterizes its service to chem- 
ical engineers. Let us show you some of the results 
Chem & Met’s steady advertisers are getting. 


W hat’s in the Au gust issue? 


Some more depression achievements will be discussed . . . 
Cooperative research at U. of Illinois deals with ice, re- 
refrigeration, fume and smoke abatement, combustion, 
power generation and such. This research is discussed by 
the man who directs it . . . The anode process for pro- 
tecting equipment has assumed considerable commercial 
importance. We talk about it . . . Carbon black can now 
be handled in bulk. We explain how a rubber plant does 
it... By using cellulose acetate rather than nitro-cellulose 
one manufacturer in the laminated glass industry is set- 
ting a terrific pace for competitors. The comparative mer- 
its of the two materials are described . . . NIRA develop- 
ments right up to press time are reported by our aug- 
mented Washington staff. 


CHEMICAL 


and Metallurgical 


ENGINEERING 


A McGraw-Hill Publication 
330 West 42nd Street, New York 
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PROBLEMS 


in industrial advertising and marketing 
vW 


KEITH J. EVANS 


Advertising and the 
Industry Control Bill 


Very much has been written about 
the possible effects on advertising of 
the industry control bill as recently 
passed by Congress. Have you any 
opinions on this with particular ref- 
erence to industrial advertising? 

SECRETARY. 


There are many opinions as to the 
ultimate effects on industrial adver- 
tising which may not be very much 
different in selling to industry than 
to the general public. 

However, among the several com- 
panies selling to industry with whose 
representatives we have discussed 
the matter, we definitely secure the 
opinion that with minimum wages 
and minimum prices’ established 
every company will begin at scratch. 

This then should present a rather 
good opportunity for advertising and 


that can exploit its materials and 
service to the best advantage should 
secure the most business. This, of 
course, within reason. 

When it is considered that those 
who sell to industry spend such a 
very small portion of the cost of 
their products for advertising and 
sales promotion compared to those 
who sell to the public, I do not be- 
lieve manufacturers selling to indus- 
try will ever be criticized for waste 
in advertising. They may be criti- 
cized for dumb, uninteresting, stodgy 
stuff but never for their large appro- 
priations. 

v v v 


Industrial Realism 
in Advertising 


For years we published one color 
folders and booklets. Now we have 
stepped it up to two colors but still 
most of our illustrations look drab 
and commonplace. Do you know of 


any new and interesting treatments 
that might make it possible for us to 
do something different in our direct 
mail? 

ADVERTISING MANAGER. 

There are so many different types 
of printing that it seems impossible 
to recommend a method to you. 

Some companies are switching to 
rotogravure and offset for different 
effects. Others have done rather 
novel work with the economical but 
practical use of planograph repro- 
ductions. This method has been 
rapidly improving and now very 
good color work is accomplished. 
You are, of course, familiar with the 
four color process, which is most 
beautiful. 

The only rather novel treatment 
we know of and that is not particu- 
larly new is Macy Art as developed 
by the American Colortype Company 
of Chicago. Through the special reg- 
istering of color and by the use of a 
red and blue celluloid lens they de- 
velop a very clear third dimension 
which makes the illustration stand 
out very clearly. While, as indi- 
cated, this process is not new, it has 
not been used enough to be old and 
uninteresting. Entirely aside from 
the novelty, very remarkable illus- 
trations are secured. 


Key men of active industry 
are ready to. visit you 


address: 


14TH EXPOSITION 
GRAND CENTRAL PALACE 


Several thousand key men in the process industries are ready 
to see your product demonstrated and to discuss their require- 
ments with you at the coming 14th Exposition of Chemical 
Industries in New York during the first week in December. 


This internationally known biennial event draws thousands 
of visitors from almost every state and nation. 
dustries in which these visitors direct technical operations 
include chemicals, petroleum refining, paper and pulp, paint 
and varnish, rubber, textiles, food products and beverages, 
drugs and cosmetics, metals and alloys, and many others. 
Every producer of chemicals, every user of chemical products 
or processes knows this unique exposition. Extensive adver- 
tising of this event in representative business papers will 
attract the cream of the chemical industries. Visitors come to 
look, listen and act. Leading manufacturers exhibit regularly. 
What have you to show and tell and sell? For information 


OF CHEMICAL 


REMEMBER THE PLACE 


QN 


Active in- 


INDUSTRIES 
NEW YORK, N. Y. 


REMEMBER THE DATE 


FOURTEENTH 

EXPOSITION 
CHEMICAL 
INDUSTRIES 


Two Valuable Books 


I have just finished reading sev- 
eral books on the subject of current 
advertising in general, but I am 
looking for more information on sales 
promotion and advertising to the in- 
dustrial market. 

What are your recommendations? 


ADVERTISING MANAGER. 


I imagine you have read “Indus- 
trial Advertising Copy” by Lock- 
wood and “Industrial Advertising 
Campaigns” by Sloan and Moody 
These are not particularly new books 
but are good along the industrial ad- 
vertising line. 


> 


Most Important Factor 


in Economical Marketing 
What is the most important factor 
in economical marketing to indus- 
try? This is not intended as a catch 
question so I would like to have you 


answer as a matter of interest. 
ADVERTISING MANAGER. 


v 


One could take any phase or fea- 
ture of industrial advertising and ex- 
plain why it is the most important. 
However, I think it is generally 
recognized that space advertising and 
direct mail are rather well done 
these days. Everyone is familiar 
with the practice and a good part of 
the material is successful. 

The one job in which we think 
there is need of the greatest improve- 
ment lies in the timing and personal- 
izing of advertising. A great many 
firms have very splendid advertising 
departments and strong, successful 
sales department, but there are very 
few that really time their advertising 
and sales promotion effort carefully 
and accurately so that it supplements 
the work of the salesmen, is timed 
both before and after his call and is 
personalized by his or his superior’s 
signature. A signature is not always 
necessary. However, it is known that 
there is great waste in advertising 
as in selling. It is also becoming 
known that timing and personalizing 
of direct mail and letter work se- 
cures better attention and very defi- 
nitely reduces the waste which some- 
times seems so unavoidable. 
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Can. Advertising Learn 
from World’s Fair? 


I have made one or two trips 
through the Century of Progress, and 
it looks to me as though the sales de- 
partment has put on a great show, 
but I do not find the advertising de- 
partment very well represented. It 
seems to me that advertising has a 
great deal to learn from this pageant. 
What do you think? 


ADVERTISING MANAGER. 


If you will get down to the opera- 
tions of most every company exhibit- 
ing at the Century of Progress, you 
will find that the advertising depart- 
ment has done its full share. How- 
ever, you find the final expression in 
material things which probably to 
you represent the sales department. 

Advertising and publicity men 
have done a splendid job at the Fair 
but advertising can also learn much 
from the Fair in making better 


a 
visual presentations, in insisting 
upon life and action and demanding 
color, in intensifying the use & 
samples and in every way possibk 
bringing down the abstract writte, 
word or general picture into actug 
demonstration, samples, models, ete 

Your public may be interested jy” 
your product, but they will be mon _ 
interested if you can make them a 
tually see it clearer and better, whi 
is accomplished by many of the ey 
hibits now operating at the Century 
of Progress. 

roe 


Ripe for Co-operation 

The industry control bill it seem; 
is going to bring all companies mak. 
ing the same type of product to 
gether and will tend to standardiz 
advertising and take much that js) 
interesting and individual out of 
business. 

Do you see any good that can pos. 
sibly come of it? 

ADVERTISING MANAGER. 


It is true that all companies withiy 
an industry will get together in order 
to police their own group and to im. 
prove trade practices, etc. This 
however, should not make undesir. 
able standardization necessary as to 
product and _ performance. Much 
good can come from this if only in 
the elimination of price cutting 

However, from your standpoint, 
greater good can come if your indus. 
try could get together from the stand. 
point of promotion and group their 
efforts in promoting your common 
type of equipment. Individually it 
would probably take too much money 
but collectively a great deal could be 
accomplished and your markets 
broadened by this type of co-opera- 
tion, which we understand is not con- 
templated within the control bill. 

However, a group of companies, 
after learning how to co-operate from 
a labor and pricing standpoint, would 
be smart if they also used their as 
sociations for common promotional 
purposes as well. 

Perhaps this grouping of competi- 
tion may be the greatest opportunity 
of your life for doing for industry in 
a big way what you have been trying 
to do for your. company, in a small 


appropriation. 


Printing Industry 
Gets Research Body 


The Research Institute of Printing 
was formed at a recent meeting in 
Chicago. It will, in turn, foster the 
establishment of a Printing Research 
Foundation. 

In the meanwhile, it will conduct 
a number of research projects, as 
well as assemble material already 
available. 


Blackburn to Direct 
Sales of Ferro-Enamel 


Paul V. Blackburn has been ap- 
pointed sales manager of the Ferro 
Enamel Coroporation, Cleveland. Da- 
vid L. Cable is his new assistant. 

The company has engaged H. Ed: 
ward Winter, well known artist, t0 
execute large plaques, in porcelain 
enamel, depicting the romance of the 
industry. They will hang in the 
company’s new offices. 
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TRADE Mann oS PAT OFF 


requirements—Eliminates 


and information 


Conor ant 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 
saving in time and money on many of your printing 


Write or phone us for samples 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE—CHICAGO 
Telephone Calumet 7200 


way—limited on account of a meager © 
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engravings and composition. 
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about Econo- print 
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ADVERTISING AGE 


HOW PARKS SELLS "CERTIFIED CLIMATE" 


TO ALL VICE PRESIDENTS 


Factory equipment is sen- 
sitive to changes in weather. 
Atmospheric conditions can, 
and often do, spoil the whole 
day fora machine. Then re- 
jects pile up, production costs 
mount, complaints come in 
and company officials get 
old before their time. 

Control the climate and 


Ke 


CHARGE oF WEATHER 


manufacturers use Certified 
Climate to keep tobacco uni- 
formly pliable. Confection- 
ers use Certified Climate to 
make better chocolates and 
glossy hard candies. Print- 
ing plants, textile mills, bak- 
eries, laboratories and many 
others find it the best cor- 
rective for their particular 


products, aids processes and 
increases human comfort. A 
bulletin has been prepared 
containing tables and other 
information concerning the 
best atmospheric conditions 
for manufacturing and stor- 
ing many different products. 
A request on your business 
stationery will bring a copy 


you control production—and 
profits. Cigar and cigarette 


PARKS-CRAMER CO. 


MANUFACTURED 
WEATHER AGAIN 
A LIVE ISSUE 


Attention Is Focused on In- 
fant Industry 
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‘inting 
ing in 
er the Chicago, Aug. 3.—Though the de- 
search § pression gave a severe set-back to the 


domestic air-conditioning field, ‘“man- 
ufactured weather” has made con- 
sistent progress in industry. The re- 
vival of business points not only to 
renewed interest in the possibility 
of making every home livable in the 
most severe heat, but heralds further 
expansion in the industrial field. 

One authority, Domestic Engineer- 
ing, estimates that not less than 3,500 
installations have been made in the 
industrial field, where “cooling for 
profit” involves an altogether differ- 
ent set of considerations than “cool- 
ing for comfort.” 

Textile mills, printing plants, 
chemical engineering plants and 
other industrial concerns have 
found that they cannot afford to get 
along with the air provided by na- 
ture. With more orders putting ex- 
ecutives of such concerns in opti- 
} mistic moods, more of these instal- 
lations are likely to be made within 
bd next year than within the last 
ew. 

Such installations run from $100,- 
000 to $200,000 in value. There are 
low almost 100 manufacturers pre- 
pared to install equipment which will 
Pass the weather reins from old 
Mother Nature into the hands of the 
chief engineer of any plant. i 

Considering others who have a 
stake in the air conditioning field, 
sich as manufacturers of motors, 
Sheet metal manufacturers and oth- 
es, there are 400 companies which 
are working hard to further the idea 
of factory air-conditioning. 
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Give Absolute Control 


In most such installations, as the 
amount of money involved indicates, 
tir-conditioning is hooked up to the 
Question of both heating and cooling, 
With humidity also being taken care 
. This is a far cry from some of 
the comparatively simple cooling 
@binets offered in the domestic field. 


weather difficulties. 
Certified Climate improves 


gees 


CLIMATE 


MAIN ST. 


by return mail,— there is no 
obligation incurred. 


30 years of air conditioning experience is at 
the disposal of engineers, architects, building 
or home owners. Parks engineers are ready to 
-work with you to provide the climate best 
suited for your business or your comfort. 


FITCHBURG, MASS. 


The latter meet the problem to some 
extent, but there are indications that 
some of the manufacturers who have 
been successful in the industrial field 
may find it profitable to adapt their 
experience to domestic needs. 

“Cooling for comfort” has been 
something more than a phrase, how- 
ever, because of the avidity with 
which theater and hotel operators 
have sought some method of creating 
business. They have discovered that 
in the sweltering days of summer a 
temperature held steady at 70 de- 
grees may be a greater attraction 
than good food or an interesting 
picture. 

About 400 theaters now have con- 
ditioned air. A large number of 
clubs, hotels and restaurants have in- 
vested in the same equipment. This 
is particularly true in the South. 
Department stores are beginning to 
consider the problem, as are some 
office buildings and even a few 
banks. 

The Northern Trust Company, Chi- 
cago, is among the rather slender 
list of financial institutions which 
offers this extra comfort to employes 
and patrons. Tribune Tower, a com- 
bined newspaper plant and office 
building, is now installing an elab- 
orate air-conditioning system. Brew- 
eries are excellent prospects, while 
candy manufacturers find proper air- 
conditioning almost essential to a 
quality product. 


Two of Pioneers 


American Radiator & Standard 
Sanitary Corporation and the Carrier 
Corporation have been pioneers in 
this field, but the possibilities have 
attracted a host of competitors, and 
the next year or two should see a 
battle royal, in which advertising, of 
course, will play a vital role. 

Both of these concerns are culti- 
vating the industrial and domestic 
fields with equal intensity. 

Westinghouse Electric & Manufac- 
turing Company is sponsoring a sys- 
tem of steam jet refrigeration for 
air-conditioning. Frigidaire Corpo- 
ration is advertising a cooling unit 
for the homes. Campbell Metal Win- 
dow Corporation, a subsidiary of 
American Radiator & Standard San- 
itary Corporation, is promoting a 
room cooler in combination with a 
Maxim silencer which, it is claimed, 
eliminates both heat and noise. 

Conceptions of “air conditioning” 
vary with the individual. Carrier 
Corporation is using both consumer 
and business-paper advertising to sell 
this picture: 

“In summer: 1, cooling—reducing 


TD eee 


air temperature; 2, rehumidifying— 
removing moisture from the air; 3, 
cleaning—air filtering or washing; 
4, air circulation—inducing air move- 
ment; introducing outside air if re- 
quired. 

“In winter: 1, heating—controlling 
air temperature; 2, humidifying— 
adding moisture to the air; 3, clean- 
ing, air filtering or washing; 4, air 
circulation—inducing air movement; 
introducing outside air if required.” 

Among those now conducting cam- 
paigns in the industrial field are Gen- 
eral Electric Company, B. F. Sturte- 
vant Company, Warren Webster & 
Co., American Blower Corporation, 
Parks-Cramer Company, and many 
others. Many campaigns are in pros- 
pect from newcomers, such as Bald- 
win-Southwark Corporation, of Phila- 
delphia, which is introducing the new 
De La Vergne air conditioning unit. 


Issue Booklet on 
Famous English Train 


The presence of the Royal Scot, 
crack British train, at the World’s 
Fair in Chicago, created general in- 
terest which has been capitalized by 
the Superheater Company, New York, 
with a booklet telling the part it has 
played in the prestige of that train, 
through Elesco equipment. 

British industry is served through 
The Superheater Company, Limited, 
of London. 


BABE'S ILLNESS MAKES ADVERTISING 


CHICAGO FAUCET NEWS 


Issued | Menthly | by The | Chicago | Faucet t Co., 27 » 2700- 00- 22 2 N. ‘Crawford Ave., “Chicago. TH., 


Vol. 1, No. 9 No.9) 


BABE RUTH K.0.’d BY _SEWER G. GAS: 


NEW GLASS FILLER | 
MAKING GOOD 1 


In restaurants and cafeterias. 
on soda fountains and. bars, the 
Speedway Glass Filler is clicking 
This remarkable glass filler is | 
capable of delivering 1,200 glasses | 
of water an hour at average pres- | 
sure. In addition to speed, its 
ease of operation 
makes it very 
popular, as well 
@s the fact that 


Georee wien’ “Babe") Ruth otf 
the New York Yankees, baseball's} +5 
gation offer; because it appeals to most colorful figure, was i} today iny 
the sense of economy; because his 
each sale brings repeat orders. 
Send for prices and complete in- 
formation, 


room at the Del Prado hotel 
| Fellow players of the Yankees team 
jal that « sewer near the Yankee 


esterday and the 
_Sewer gas, coupled with the. extreme 
heat, made Roth il 

Ruth wanted to way this afternoon — 


OUT SEWER GAS ag 


ugout back.d up ) 


GOSS PRIMER KEEPS 
phvsielan «cvised agsinst ft)) 
and ordered the bellplayer to remain) 
The Goss Automatic Floor cone 
Drain Primer keeps a water seal 
in the floor drain trap—the one 
trap that is apt to ge dry.. It does 
a Since the stem | it 


all) Aonwar 


“Yt dloses 


Lie nenitias alae maw hea 


jus 
AT onbater Amidon 


When a star baseball player was - out of commission by sewer gas, 
it made a news story for the daily prints and an advertisement for a 
company fe ~ Bor the plumbing field. 


Start “Packaging Review”| Tillson Enters Market 


Charles G. Eckart has begun pub-| Tillson Bearing Corporation has 
lication of Packaging Review as a|been formed at L’Anse, Mich., to 


semi-monthly. Headquarters are at |manufacture roller and ball bearings 


708 Market Street, San Francisco. 


and tools. 


Story of Savings in Decker 
Steam Plant Installation in 
September 9 issue 


Demonstrating that meat packers 
are going ahead with major plant 
improvements, The National Pro- 
visioner will publish in its Septem- 
ber 9 issue results of economies in 
operation of the new and interest- 
ing steam plant of Jacob E. Decker 
& Sons Co., Mason City, Ia. 


This $300,000 power plant is 
brand-new and was designed to 
give greater service and efficiency 
in the development of heat and 
power for packing house opera- 
tions along lines advocated by The 
National Provisioner. 


Manufacturers interested in 
equipment installation in this in- 
dustry are invited to write for 
details regarding the September 9 
issue, which will provide a _ re- 
markably effective opportunity for 
equipment sales promotion in the 
meat packing field. 


Forms close September 2. 


immediate action. 


executives. 


LOS ANGELES 
1031 South Broadway 


(liv 


THE MAGAZINE OF THE 


Steam & Power Equipment Purchases 
by Meat Packers NOW! 


Through the possession of strong cash reserves, the 
meat packing industry is easily able to purchase these 
capital goods for the improvement of its plants. Pub- 
lished reports of financial statements have empha- 
sized this outstanding fact. 
dustry which manufacturers of steam and power 
equipment can approach with the assurance that it 
can afford to buy capital goods now! 


Steam & Power Savings Attract 
Executive Attention in 
Meat Packing Industry 


Opportunities for profitable sales effort by equipment manu- 
facturers in this field are demonstrated by the keen interest of 
managing and operating executives in the improvement of 
power plants. The Steam and Power Savings Service instituted 
by The National Provisioner, and carried on both through 
editorial material in the magazine and personal service to sub- 
scribers, is stimulating these alert executives to a program of 


The National Provisioner is the only publication serving this 
industry. Its editorial leadership and thorough coverage of the 
important executives who say “Yes” 
pensable in developing the equipment business available today 
in the meat packing industry. 

Ask for your copy of “Power Savings Service Folder”— 
it’s free to steam and power equipment sales and advertising 


THE NATIONAL 


Provisione 


Meat Packing and Allied Industries 
407 S. Dearborn Street, CHICAGO 


Turbine Room in 
Power Plant of Jacob E. 
Decker & Sons Co., Mason 


Here is one major in- 


right now make it indis- 


New 


City, Iowa 


NEW YORK 
300 Madison Avenue 
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CLASS & INDUSTRIAL MARKETING SECTION 


SPACE BUYER’S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


Automotive Parts. Reference data on merchandising history, 
— equipment, foreign markets; buyers’ guide of 
mportant sources of supply, ete. Distributed to 
AUTOMOBILE TRADE JOURNAL, INCLUDING | all wholesalers, manufacturers’ agents and retail and 

MOTOR WORLD WHOLESALE service units of proven buying power. Issued an- 
A business paper for all classes of men engaged in| ®Ually. Type page, 7x10. Half-tones, 110 line 
the wholesale and retail automotive trade. Largest | Screen. Page rate, $350. Fifteen per cent agency 
paid trade circulation in these fields. Now includes | Commission, no cash discount. Published by Chilton 
principal features formerly found in Motor World | ©o., Chestnut and 56th Sts., Philadelphia, Pa. 
Wholesale. Member A. B. C., A. B. P. Closing 


Baking 


and allied industries. 


oldest American bakers’ magazine. ti 
icy: Aid for bakers in all phases of production and wan 
business management. Eminent authorities on staff. 
Circulation—87% directly into bakeries. 
ing—resultful, reaching major buying power of the 


12 times, $15. Advertising copy 


proof is desired. 


journal devoted to the brewing, bottling, malting | tects, industrial companies, school boards, conty 

”" p Published the first of each | tors, utilities, district heating companies; (2) 

BAKERS’ HELPER month. Page size. 7%xl0% inches. Rates: One| ing and piping, and ventilating contractors who 

330 S. Wells St., Chicago. Established 1887. The | Page, one time, $100; 12 times, $70; one-half page, | chase and install equipment as specified by eng 
7 Editorial pol- | one time, $60; 12 times, $40; one- quarter page, one | neers for new and existing buildings. 

5; 12 times, $25; one-eighth page, one 


time, $2 should 
Aavestio- be ie publishers’ hands by the 20th of the month Hotels 


industry. Includes most prominent advertisers. 
Reaches bakery buyers at low cost per thousand. Coal 


$e. 15th of the month preceding publication. 
ype page, 7x10. Halftones, 120 line screen. Page S. A. E. JOURNAL Bakery experts analyze and make baking tests. 
rate: 12 times, $350; 6 times, $387.50; 1 time, tga Rei: ; ; s es 

$425. er space pro rats. Fifteen per cent | Published monthly. Forms close 15th of month pre- Issued every other Saturday. Forms close 10 days 


. - safle receding. Ty age, 7x10. Page rate: 26 times, 
¥ commission, no cash discount. Subscription, | Ceding. Type page, 7x10. Twelve time page rate, | Bing: 13° times, $110.  Haif-page rate: 26 times, 


THE BLACK DIAMOND 


agenc . 
$2. Published by Chilton Co., Chestnut and 56th | $150; half-page rate, $90 quarter-page, $55. Reaches | §55.’)3 ‘times, $62. Subscription, $2 a year. Mem. | A weekly journal reaching all branches of the coal | count, 15%. 
ber A. B. P. and A. B. C , ‘ industry, published continuously for the past 
—_ — years at Chicago; main office, siaubeshes Building; | Of its field for 40 years. 
fork; 201 State | ence by most of America’s leading hotel men, 
622 subscribers represent a group directly responsible 
Broadway, Cincinnati; Investment Building, ‘Wash- | the spending of almost a billion dollars yearly. M 
Its vigorous editorial policy has made it | Pe - BP. OW 
page, | reau of Circulations’ statement. 
time | publisher. 
$41: = 
Issued | Industrial 
Saturdays. Last forms close Tuesday preceding date 


Principal engineers, executives and production men 
in the automotive industry. The Journal : the of- 

ficial organ of the Society of Automotive Engineers, BAKERS’ REVIEW branch offices, Whitehall Bldg., 
ave eget an oe) G5en whose members are interested in the design and con- | 339 W. 42nd St., New York City; Chicago office, | Theatre Building, — Pittsbur ‘hs “Room 
Listing all sources of supply for automotive manu- | struction of passenger cars, motor trucks, motor Chas. B. MacDowell, manager, 11 8S. La Salle St. 
facturers. Annual circulation approximately 13,000, | coaches, stationary engines, tractors, aeroplanes, M0- | Established 1898. Filled from cover to cover with | ington. 
divided as equally as possible between four issues | tor boats and equipment used in connection therewith. | prief, authoritative articles, everything in a con-| a dominating factor in the trade. Size of 
—February, May, August, November. Factory List | Published by the Society of Automotive Engineers, | cise ‘and quickly assimilated form. Complete cov- | 9x12 inches. Page rate, one time, $90; 52 
free to annual advertisers. Forms close 25th of | Ing, 29 W. 39th St., New York City. 
month preceding issue. Type page, 5x8. Halftones, | representatives, A. 


Sts., Philadelphia, Pa. 


J. Underwood, General Motors the country at lowest rate in this field, four-tenths | GUarter-page, one time, $26; 52 times, $21. 
oS Se eee, Stee Bie oe ouareet contract, $125 | Bidg., Detroit; E. i, Carroll, 29 W. 39th St.,| of a cent per reader. Maintains laboratory for bak- 
ae 1 Sublieh i by “Chilte Ee ean | New York. ing tests supervised by chemist and practical baker. | of issue. Subscription price, $5 per year. 
pe: ay dehed by Callten Co., Chestnat Published monthly on the first. Forms close ten 


Advertising | erage—over 30,000—reaching every bakery owner in | rate, $78; half-page, one time, $48; 52 tims, 


THE HOTEL MONTHLY 


950 Merchandise Mart, Chicago. 

of month. Forms close lst of month. 
7x10. One-time page rate, $125; - 
12-time page, $100; half-page, $60. 
Subscription, $1. 
45 | nical journal. 
Read and kept for refy 


r A. B. C. and for Audit 


John Willy, ly 


MANUFACTURERS’ RECORD - 


and 56th Sts., Philadelphia, Pa. y 
nae days preceding. Type page, 4%x7. Page rate, 12 | moti ; 
AUTOMOTIVE INDUSTRIES Aviation times, $120; half-page, $70; quarter-page, $45. Ap- | COnstruction Industries 


Baltimore, Md. For 50 yesrs South’s leading 
dustrial, consiruction and business paper. Publid 
monthly 5th of each month. Forms close § 


plication accepted Controlled Circulation Audit. 
Published every Saturday. Forms close Monday at iy eee ; THE EXCAVATING ENGINEER 
noon. Type page, 7x10. | Halftones 120 line screen. CHILTON AERO DIRECTORY AND CATALOG BAKERS’ WEEKLY » » x, | South Milwaukee, Wis. Monthly 
space advertising rates range from 25° for ¥ ’ 45 W. 45th St., New York; Chicago office, 360 N. | ..,, . led aubiects. Tyne ze, 7 

. 1 buyin uide and reference of aeronautical . , cavation and allied subjects. Type page, 7x10. 
pee = $06 per epee for 108 a within one ya Established 1911. Lists all sources of Michigan Ave. Published every Saturday. Subserip- | jojumns to = pow pO iy i inches 
| oly p~ a a “eo supply for aircraft and engine manufacturers, aero- | tion, $2 a year. Forms close 10 days in advance | jraiftones, 120 screen. Composition no charge. 
A. B. P. Industrial paper devoted to problems of 
those interested in construction of passenger cars, 
trucks, tractors, airplanes, their parts and acces- 
sories, and all matters relating to industrial de- 
velopment in the automotive field. Read by presi- 
dents, general managers. engineers, production man- 
spore, ete., of over 2,000 automotive plants. Pub- 
lished by Chilton Co., Chestnut and 56th Streets, 
Philadelphia, Pa. 


engineering, standards, design, etc. Special lists | ness Papers, Inc. It serves both readers and ad- 


tribution to trade oni. tee to aircraft end engine York office. 
manufacturing executives, per copy to dealers, | > 
operators, airports, etc. Type page, 7xl0. _ Half- Breweries 

tones, 110 line screen. Page rate, $150; half-page, | ——————___—_-_— 


cards in every number to facilitate inquiry. 
rate, $115. 


Deals with ex-| time page rate, $126; 


Two | rate, $112. No commissions. 
wide. | go. 
Cir- ry 

nautical wholesalers and supply houses, aircraft dis- | Of publication. Rates: less than three pages used | culation to highway, municipal, railroad, drainage, po ta ge _ 
tributors and dealers, service shops, airports, trans- | Within one year, $150 per page; 52 pages within one | irrigation and all other contractors engaged in ex- fina cial 2 
port operators, flying ‘schools and other strictly trade | year, $100 a page. Type page size, 7x10. Member | cavation work, mines (open cut), quarries, sand and ape 
units. Reference data on production, distribution, | Audit Bureau of Circulations and Associated Busi- gravel, brick plants, government, state and munic- | tects, engineers, contractors 
of associations, large operators, holding companies, | Vertisers with a fully equipped laboratory and ex- pl ange ag» ye protean charge of the South’s important activities. Abgd 

8 5 5 , . . ol ’ . . & 8 - | 45, 

ete. Issued each spring. Approximately 3,000 dis- | perimental bakery that is maintained in its New| special means of putting magazine into camps and 
mines where work is actually going on. Blank post 


Page| to subscribers, the annual subscription price bela 


preceding. Type page, 7x10 inches. ‘inancial 
special one-time advertisements, $150 a page. 
48-page rate, $26; 
Subscription 
Distribution, 10,000 copies monthly, of wh 
Reaches executives and operat) 
South's important industrial, railroy 
public utility, engineering and  constry 
tion enterprises, as well as public officials, are) 
and others in dine 


items are published annually in the Daj 
Construction Bulletin, which is sent to regular « 
vertisers to help them develop Southern business a 


$10. Member A. B. C. Branch offices: New Yat 


CHILTON AUTOMOTIVE MULTI-GUIDE $85. Fifteen per cent agency commission, no cash HE WESTERN BREWER Chicago. 
Standard reference book of automobile trade. discount. Published by Chilton Co., Chestnut and | (Established 1876), published by H. 8. Rich & | Dental 1 : 
ord of interchangeability between car models for 100 56th Sts., Philadelphia, Pa. Co., 431 8. Dearborn St., Chicago, Hl. A monthly -— nsurance 


ASSOCIATION 
212 E. Superior St., Chicago, Il 


inches. Yearly rates: One page, 


= = | THE JOURNAL OF THE AMERICAN DENTAL 


is the Official 
Including the National Underwriter, weekly, fire a 

Advertising Medium for dental products and has 

the largest paid circulation of any dental publica- | Casualty; National Underwriter. weekly, life; Ins 


; ; is | ance Salesman, monthly, life; Rough Notes, month 
ND WHA i en | gg Mae ee Le ag cane ‘closest fire and casualty; Insurance Decisions, monthly, jp 
of month prior to publication. Type %x7% | surance law; Casualty Insurer, monthly, casual 


page, 4 
9 and surety; The Accident & Health Review, monthly 
$67.15; quarter-page, $42.50; ‘elebaee 30; halt page, accident and health; The Industrial Salesma 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


monthly, industrial life, health and accident. Tow 


Farm Implements 


circulation, over 70,000, covering home offices ani 
agencies in all branches of insurance in entir 
United States. Largest insurance publishing orga 


OF YOUR 


FARM IMPLEMENT NEWS 


431 8S. Dearborn St., > 

jobbers and dealers interested in implements, 
tors end other farm equipment lines. Issued 
weekly, Thursday. Closes 7 days preceding. 
page, 7234x1014. One-time page rate, $120. % 
ber A. B. C. yers’ . 


Issues Buyers’ Guide to Farm Imple- | Leather 
ments, annual directory. Also the Tractor Field 
Recognized national 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 
Read by most of large foreign implement import- | weekly thoroughly covering the shoe manufacturing 


Book, issued annually in July. 


ers all over the world 


. > ciation. Commission 13-2 to advertising agencie 
Chicago. For pene. except on insurance advertising. Offices: Chicap 
pi- | Cincinnati, New York, Hartford, Indianapolis, De 
Type troit, Des Moines, Atlanta and San Francisco, 


Lem - 


ization in the world. Several memberships in A 
c, 4. BB, and National Publishers’ As 


SHOE AND LEATHER REPORTER 
210 Lincoln St., Boston, Mass. Oldest outstanding 


tanning and allied industries. A quality paper with 


? . Funeral Directors 


the highest subscription rate—$6 per year. A. B. ¢ 
and A. B. P. Forms close Saturday previous wee 
of issue. Page size, Advertising rate 


THE CASKET AND SUNNYSIDE 
487 Broadway, New York. Established 1871. 
From the loosely hung organization dominated by 
the more powerful manufacturers, the Association 
has risen to be an Industry Governing Organiza- 
tion answerable to the Federal Government. 


inches more display space than 


$75; quarter-page, $43.75 


5% Agercy discount, 10%. 
Meuber of Audit Bureau of Circulations. 


Old- | ers—manufacturing executives, sales managers - 
“i M4 bd 7 = 7 ’ est funeral directors’ and embalmers’ journal in the | stylists—comb w 

The Association takes a seat with the mighty ! world, and the only semi-monthly. Carries all news #4 ~¥ pe Duth isne of Reve 
pertinent to the profession, exclusive educational | tion 25,109 well-rated retailers). 

articles by recognized authorities and special fea- 
tures. Its high subscription rate assures a con- L be 
stituency composed of the more successful practi- umoer 
tioners—the best prospects for advertised goods. 
type page (9%x12% _ inches) —- 49 square 
that of contemporary 2 
journals, assuring economy in space buying without i 8. Dearborn St. 
sacrifice of display. Published 1st and 15th. Forms | o¢ “; 
close two weeks in advance. Page, $125; half-page, 
; eighth-page, $25. Yearly 
discounts: 24 times, 20%; 12 times, 10%; 6 times, 


Subscription, $5 correspondents located in the principal lumber pr- 


9%x6%. 

$120 page; 7 times, $110; 13 times, $100; 26 a 
$90; 52 times, $80. No agency commissions. 
Shoe Stylist, monthly, circulation 8,160 key x 


Also publishers of The Shoe Style Digest (cured 


AMERICAN LUMBERMAN 
Chicago, Ill.  Establishel 
News of national scope embracing all branche 
the lumber industry; primarily a principal’: 
newspaper particularly edited for men who guid 
destinies of large enterprises. More than 100 pail 


ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 


Grain and Feed 


And what of competing industries’ Will your 


dising ideas, legislation at Washington, transporta- 
tion matters, markets and a regarding lumber- 
men and lumber concern Agency commission 


$s. 
15%, when complete plates are furnished, otherwise 


business meet successfully the inroads of substitute 
materials—will it sell as a whole the quality and 
advantages of your products—will it do a job for 


YOUR INDUSTRY? 


GRAIN & FEED JOURNALS CONSOLIDATED 
332 8S. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established 1898); American Ele- 
vator & Grain Trade (established 1882); Grain 
World (established 1926), and The Price Current- 
Grain Reporter (established 1844). Published sec- 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, field seed handling and processing plants. 
These fields are reeognized as the largest users of 


10% with 2% for cash. We invite inquiries for 
rates and surveys. 


Machinery 


MACHINERY 
Monthly. Published on the 1st by The Industrial 
Press, 148 Lafayette St., New York. Forms clos 
5th of preceding month. Type page, 7x10 inches. 
One-time page rate, $204; 12-time page rate, $145. 
Subscription price, $3. ‘Member A. B. C. Me 


handling and proce: 
for the grinding ard mixing of feeds. 


The handling of Association advertising is better 


complete elevating, conveying and power transmit- | chinery reaches the purchasing power of the great 
ting equipment, and all other equipment for the | engineering industries comprising manufacturers 0 
ssing of grain field seeds and | automobiles, machine tools, machinery of all kinds, 


and various metal products; railway shops; 


done with Association advertising experience be- Neattag oud Vontitetine 


tools 

shipbuilding plants, ete. Its readers are owners, 
managers, superintencents, foremen and other me- 
executives, designers, draftsmen and ot 


hind it. HEATING & VENTILATING 
148 Lafayette St.. New York. 


inches. Rates: Page 1 time, $200; 12 times, 


industrial. 


rience gained in 15 years of handling Association 


Published monthly. 
Forms close 10th preceding month. Type pee Milk 
‘ . ° Agency commission, 15%. Member A. B. C.' Since 
Russell 'T. Gray, Inc. has this experience—expe- 1904, an independent technical journal devoted ex- 

clusively to heating, ventilating, cooling and 
conditioning of all classes of buildings, including | industry. 


air | 327 S. La Salle St., 


Read by (1) consulting heating engi- | scientific and technical staff, managers, etc. Pub- 
neers and engineers employed or retained by archi- | lished on the 5th. 


who originate or influence the purchase of new 
shop equipment. 


MILK PLANT MONTHLY 
Chicago. Covers fluid milk 
Read by milk plant owners, executives, 


Forms close 15th preceding. 


advertising; a knowledge of the difficulties of work- 
ing with a personnel of varied temperament, and 
familiarity with Association costs and methods of 
collection. 


900.000.000 


The value of Association advertising has been 
proved. The quality of service that Russell T. 
Gray, Inc. offers has been proved. Put them to- 
gether and begin your program correctly. 


RUSSELLT. GRAY.INC. 


INDUSTRIAL ADVERTISING 
205 W. Wacker Drive, Chicago, IIl. 
Telephone Central 7750 


for that sweet tooth 


330 South Wells Street 


Ibs. of SUGAR 


Bakers use that much sugar yearly, plus 
40,000,000 bbls. of flour, 500,000,000 Ibs. 
of shortenings and 350,000,000 lbs. of 
milk, along with many other ingredients 
in baking more than a billion dollars 
worth of goods sold annually. This 
makes it easy to see why baking is the 
second largest food industry. 


To reach the buying power among those 
7,775 bakers doing 90.6% of the busi- 
ness, use BAKERS’ HELPER. Never 
using premiums or special inducements 
to get circulation, its editorial content 
must be interesting and valuable enough 
for progressive bakers to pay $2 yearly. 
Write for “Baking Industry Facts and 
Figures.” 


BAKERS HELPER 


"% MAGAZINE ¢ BAKERY PRACTICE oy MANAGEMENT 


Type pas 
eign and 
comm issiot 
20th of bt 
half-page, 
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ADVERTISING AGE 


For- 
re page size, 

a9 and Canada, $2. 
commission, 15%, when 


voth of billing month. 


74x10. Subscription, $1. 
Member A. B. C. Agency 
bills are paid in full by 
Chortle oe ae an 
57; quarter-page, 5. elve mes: 
gy 1F Mnalt-pese. $45; quarter-page, $26. In- 
ae 90% of earned page rate. Representatives 
New York and San Francisco. 


Motor Trucks 


COMMERCIAL CAR JOURNAL 

truck dealers, branches, distributors, fleet 
truck service stations and truck manufac- 
Issued monthly on the 5th. Closing date, 


Read by 
» owners, 


osth ‘of raonth preceding publication. Type page, 
7x10. Halftones. 120 line screen. Page rate: 12 
times, $228; 6 times, $256.50; 1 time, $285. 
Smaller space pro rata. Fifteen per cent agency 
commission, no cash discount. Subscription price, 
$2. Members A. B. C P. Published by 


B. C., A. B. 
Chilton Company, Chestnut and 56th Sts., Phila- 


jelphia, Pa. 


Refrigeration 


ICE AND REFRIGERATION 
435 Waller Ave., Chicago. New York office, 520 
Singer Bidg. Founded 1891. Published monthiy 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 41 national, sectional and 
state trade organizations, It circulates among plant 
owners, plant managers, architects, consulting and 
operating éngineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 


Type page, 7%xl0% inches. Circulation sworn, 
net paid, 5,943. Subscription price, $3 per annum. 
Restaurants 


THE AMERICAN RESTAURANT MAGAZINE 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 
Wells St., Chicago. Devoted to the pro- 
of cement, lime, crushed stone, gypsum, 
sand and gravel and other rock products. 
95° of the tonnage and purchas- 
Members A. B. C. an 
bi-weekly on saturday. 
Type page size, 


330 8. 
duetion 
phosphate, 
Circulation covers 
ing power of industry. 
_ oe Published 
Forms close Saturday preceding. 
Tx10. Twenty-six times rates: Page, $120; half- 
page, $65; quarter-page, $40; eighth-page, $24; 
13 times: page, $130; half-page, $70; quarter-page, 
; eighth-page, $28; 7 times: page, $145; half- 
page, $80; quarter-paxe. ; eighth-page, $35; 
one-time rates: page, $175; half-page, $95; quarter- 
page, $65; eighth-page, $40. Rates for covers, pre- 
ferred positions, inserts and colors on application. 
New York office, 250 Fifth Ave.; Cleveland, O., 522 
Citizens Bldg. 


Paint 


PAINT AND OIL DEALER 


Ave., St. Louis, Mo. Published 
Ist of publication month. Last 
forms close 15th of preceding month. Type page, 
7x10. Advertising rates: 1 page, 1 time, $188; 
12 times, $156. Two pages, 1 time, $376; 12 times, 
$250. Two-thirds page, 1 time, $138; 12 times, 
$112. One-half page, 1 time, $106; 12 times, $94. 
One-third page, 1 time, $75; 12 times, $63. Com- 
bination rate: 12 pages consecutive in one year in 
combination with American Painter & Decorator, 
$300. Agency commission, 15%, when bills are 
paid in full by the 10th of month foliowing in- 
voice. No cash discount. Representatives, 343 8. 
Dearborn St., 3 Wabash dg 


———— 

AMERICAN 
3713 Washington 
monthly; issued 


Chicago, 


AMERICAN PAINT JOURNAL 


9718 Washington Ave., St. Louis, Mo. Published 
weekly every Saturday. Forms close Tuesday pre- 
ceding date of issue. If proofs are desired, copy 
must be received 10 days preceding. ‘Type page, 
44x7%. Advertising rates: One page, 1 time, 
$50; 13 times, $45; 26 times, $40; 52 times, $35. 
One-half page, 1 time, $25; 13 times, $22.50; 26 
times, $20; 52 times, One-quarter page, 
1 time, $12.50; 13 times, 3; 26 times, $10; 
52 times, $8.75. Agency commission, 15%, when 
bills are paid in full by 10th of month following 
invoice. No cash discount. Representatives, 343 8. 
Dearborn St., Room 1319, Chicago, Wabash 1154; 
51 Madison Ave., Room 3102, New York City, phone 
Ashland 4-0686; 155 Montgomery St., San Francisco. 


AMERICAN PAINTER AND DECORATOR 


$7138 Washington Ave., St. Louis, Mo. Published 
monthly; issued Ist of publication month. Last forms 
clase i5th of preceding month. ‘Ty; page, 7x10. 
Advertising rates: One page, 1 time, $220; 12 times, 
188; 2 pages, 1 time, $440; 12 times, 

1 time, $156; 12 18, 
page, 1 time, $132; 12 
page, 1 time, $85; 
rate: 12 pages consecutive in one 
tion with American Paint & Oil 
Agency commission 15%, when bills are paid in 
full by the 10th of month following invoice. No 
cash discount. Representatives, 343 8S. Dearborn 
8, Room 1319, Chicago, Wabash 1154; 51 Madi- 
son Ave., Room 3102, New York City, phone Ash- 
Ly 4-0686; 155 Montgomery St., San Francisco, 
al. 


thirds page, 
one-third 
Combination 


Paper 


| ee he & SPECIALTY 


PAPER INDUSTRY 
85 N. Wabash Ave., Chicago. 


Printing 


The i for eating places. Published by 
Patterson Publishing Company, 5 8. Wabash Ave., 
Chicago. Has larger circulation than any other 


publication in the field—this is concentrated among 
those restaurants—doing 78% of the total business. 
Its purpose, by examples and experiences of res- 
taurant owners, is to teach better and most suc- 
cessful operating. Read by owners and buyers of 
service restaurants, cafeterias, lunch rooms, tea 
rooms, school and industrial restaurants, hotels, clubs, 
ete. Published monthly. Forms close 15th of pre- 
vious month. Type page, 7x10; three columns to page. 
Rates: $180 per page; halves, $110; quarters, $55; by 
the year. Subscription price, $3 per year. Agency 
commission. 15%; 2% cash discount. Total distribu- 
tion, 12,033. Members of the A, B. C. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. he twice-a-veek construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Il. 


Seed 


SEED WORLD 


Consider the seed trade and associate lines, serv- 
ing more than forty-one million customers, farmers 
and suburbanites. Seed World reaches retail, whole- 
sale and mail order seed merchants, florists, nur- 
serymen, hardware, drug and other dealer trade 
catering to agricultural and horticultural require- 
ments. Seed World reader survey shows this to 
be an annual hundred millior dollar market. For 
illustration—fungicides and insecticides sales per 
year alone amount to $7,200,000. Publishing staff 
includes agricultural college graduates with U. 8. 
Department of Agriculture training, and men of 
practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 
sample copy, rate card, circulation statement and 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


Shoes 


THE SHOE STYLE DIGEST 
America’s largest retail shoe paper. Established 
1923. Controlled circulation of 25,180 copies go to 
leading, well-rated shoe retailers in the United 


States. Published monthly. Last forms close 25th 
of the month preceding date of issue. Size of 
type page, 9%x6% inches, two columns. Advertis- 


ing rates: 12 times, single page, $150; 6 times, 
single page, $180; 1 time, single page, $250. Ex- 
secutive offices: 210 Lincoln St., Boston, Mass. Branch 
offices: New York, Chicago, Philadelphia, Roches- 
ter. An advertising medium offering practically 
100% coverage of all well-rated shoe retailers. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) Established 1909. 
185 N. Wabash Ave., Chicago. Published monthly 
on the 15th. Devoted to the interest of telephone 
operating companies. Only technical publication 
serving the telephone industry. Complete coverage 
of engineers, plant men, chief operators, wire chiefs 
and linemen, whose recommendations are considered 
when equipment and supplies are purchased. Also 


THE INLAND PRINTER 
25 W. Wacker Dr., Chicago. Established 1883. 
The practical national business and technical jour- 
nal for executives and employes the printing 
and allied industries. Pre-eminently the most in- 
fluential magazine of its kind, containing depart- 
ments conducted by specialists. Published the Ist 
of each month; forms close 15th of month preceding 
date of issue; type page size, 6%x10. One-time 


page rate, $170; 12-time page rate, $140; actual 
sworn net paid circulation, 8,748; subscription 
price, $4. Through the Inland Printer the adver- 
tiser reaches the actual buyer. Member A. B. C. 
and A. B. P. 

Purchasing 

MACRAE’S BLUE BOOK 

(America’s Greatest Buying Guide.) Used by the 


most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, public utilities, con- 
tractors, architects, engineers, exporters, chambers 
of commerce, public libraries, etc. Circulation, 
13,500—more than 50 per cent greater than any 
Somewhat similar publication. Over three thousand 
bages of valuable information, typographically com- 
pact. Pages, $375; half, $225; quarter, $125. An- 
tually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 


CIRCULATION 


Percentage 


New England ........ 8.94 
Middle Atlantic ..... 28.66 
South Atlantic ...... 3.66 


East North Central.... 39.66 


East South Central.... 2.45 

West North Central.. 7.19 

West South Central.. 2.37 
Mountain 6c.ssenes.: OS 
Paeifie ...4..% ceeraeu ee 
Canadian & Foreign.. 3.14 

4 — 
pate 100.00 


Pp covers telephone executives, managers, 
superintendents, and commercial men. Carries arti- 
cles on telephone maintenance, engineering, business 
Management, commercial practices, news of operat- 
ing and manufacturing fields and reports of new 
products. Advertising rates and circulation state- 
ment on request. 


TELEPHONY 

Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry's news and articles on plant, traffic, 
commercial and engineering subjects. It is _ there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen. 
Subscription, $3 per year. Type page, 7x10. 
lation, 5,815, divided: Bell companies, 868; 
pendent companies, 4,947. All regular advertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates, 
sample copy and breakdown circulation statement 
on request. 


Textiles 


AMERICAN WOOL AND COTTON REPORTER 
530 Atlantic Ave., Boston, Mass. ‘The recognized 
organ of the cotton and woolen industries of Amer- 
ica."’ Member A. B. C. Published weekly; issued 
Thursday. Last forms close Saturday noon preced- 
ing publication date. Type 7x10 inches, 
standard; one-time page rate, ; 12-time page 
rate, $130; one-time half-page rate, $80; 12-time 
half-page rate, $65. Discounts to recognized agents 
furnishing contracts and copy service; circulation 
(ical furnished on request; subscription price, 


Tractors 


FARM IMPLEMENT NEWS 


131 8S. Dearborn St., Chicago. Established 1882. 
For the trade in farm operating equipment, includ- 
ing implements, hardware, tractors, tractor equip- 
ment, engines, lubricants and motor trucks. Issued 
bi-weekly, Thursday. Closes 10 days 
Type page size, 7234x1014. One-time rate, 
Member A. B. C. The only national paper in the 
general tractor field. Far in the lead on tractor 
equipment advertising. Read by all tractor manu- 
facturers. Has national jobber and distributor cir- 
culation. Dealer circulation covers best tractor ter- 
oe. Also issues Tractor Field Book, annual, 
July. 


Warehousing 


DISTRIBUTION & WAREHOUSING 


249 W. 39th St., New York City. Published Ist 
of each month. Last forms close 15th of month 
preceding. Type page 74x10. One-time page rate, 
$125. Subscription price, $3, United States; $3.50, 
Canada; $4, foreign countries. The authority of 
the warehouse and merchandise distribution field— 
comprising warehousemen, overland transportation 
companies, freight forwarders and directors of mer- 
chandise distribution for the larger and more im- 
4 ant manufacturers and producers of the United 
tates. 


New Drill for Barnes 
Barnes Drill Company, Rockford, 
Ill., is preparing an _ introductory 
campaign for a new H-2 Hydram 
Driller. 


EDITORS HAIL 
RECOVERY ACT 
AS SALES AID 


(Continued from Page 1) 


space. In some cases brand new ad- 
vertisers are entering the field for 
the first time. 


“In every battle there comes that 
moment when the opposing line 
wavers. That is when the skillful 
commander throws in his last man 
and his last gun to win the day. 
Every indication points to the pres- 
ent as the time for the construction 
industry to throw in its reserves. 
The national administration is doing 
exactly that; the manufacturers who 
will get the full benefit of the turn 
are those who will follow the lead 
of the administration.” 

The analysis of Chauncey L. Wil- 
liams, vice-president of F. W. Dodge 
Corporation, was in somewhat the 
same vein. 

“The National Industrial Recovery 
Act does not and cannot guarantee 
capacity sales volume for all manu- 
facturers or profit for any manufac- 


turer who fails to use efficient tools 
and methods for the manufacture of 
his products and particularly for the 
manufacture of orders for his goods,” 
said Mr. Williams. 


“Manufacture of orders on a pro- 
duction scale and under production 
methods is possible; it is likely to 
be an absolute requirement for profits 
in the future. Efficient order-produc- 
tion machinery requires a collection 
of separate machines or tools, each 
accomplishing its part in the total 
manufactured order, just as several 
machines or tools are required in 
shaping and assembling the product, 
the one difference being that market- 
ing tools deal with shaping favorable 
mind-reactions of human beings. 

“Making prospects’ minds appre- 
ciate differences in product qualities 
requires the best possible use of mod- 
ern marketing equipment—adequate 
and wasteless advertising, catalogue 
and sales procedure after physical 
distribution requirements have been 
met.” 

Paper Prices Rise 


While E. B. Fritz, publisher of The 
Paper Industry, does not attempt to 
state the reasons, he reported that 
demand for paper is_ increasing, 
prices are rising and many plants 
are operating full time, with conse- 
quent need for repairs of old or pur- 
chases of new equipment. 


“There have also been marked in- 


creases in raw material prices, par- 
ticularly those for waste paper and 
pulp,” he said. “Some believe that 
if demand for waste paper continues 
at the present rate, there will be a 
shortage of this material within the 
next few months. 


George O. Hays, of Steel, believes 
the National Recovery Act will not 
merely permit, but stimulate more 
and better advertising. 

“Price-cutting has always been a 
substitute for and an obstacle to 
product and service advertising,” he 
pointed out. 


Industrial Advertisers 
at Direct Mail Meet 


The Direct Mail Advertising Asso- 
ciation, which will meet in Chicago 
September 27-29, will hold an indus- 
trial advertising departmental. 

Among the speakers will be Ralph 
Leavenworth, director of publicity 
for Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., and For- 
rest U. Webster, advertising mana- 
ger of Cutler-Hammer, Inc., Milwau- 
kee. 


Armco Turns Tide 


American Rolling Mill Company, 
Middletown, O., reported a net profit 
of $308,268 for the second quarter, 
compared with a loss of $966,593 for 
the first. 
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major industry 


No exposition serving the heating, ventilating and air-conditioning 
field, creates a wider, more generally enthusiastic response than that 
which always greets the International Heating and Ventilating Ex- 
position. The next—the third—at Grand Central Palace, New York 
in February 1934, should surpass previous records. Industry is ready 
for air conditioning on a stupendous scale, building remodeling is 
calling for new equipment, new building is due for early revival in 
the very area in which this exposition will be held. Thousands of 
visitors will attend. Hundreds of exhibits will be shown. Included 
will be heaters and burners designed for gas, oil, coal and coke and 
electricity. Fans, air filters and humidifiers, unit heaters and unit 
coolers will be on display. Refrigeration will demonstrate its part 
in making indoors fair and cooler. 


57,000 visitors came to the first exposition in Philadelphia. 
third, coming soon to New York, should draw an even larger, more 
Will these executives, department heads, 
building owners, engineers and architects see your product and talk 
to ‘you about their requirements when they are at this Exposition? 


Write for data — you can have all the facts — who will attend, 
who will exhibit, what will be exhibited, what visitors to past shows 
have bought, what regular exhibitors say, what space is available, 
what it costs—all this and any other 
facts you want are at your service. 


Write to International Heating & Ven. 
tilating Exposition, Grand Central Pal. 


ace, New York, N. Y. 


INTERNATIONAL HEATING & 
VENTILATING EXPOSITION 


GRAND CENTRAL PALACE 


; NEW YORK:-NY. 
q February 5-9--1934 


The 
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CLASS & INDUSTRIAL MARKETING SECTION 


August 5, 1933 


CONSTRUCTION 
LEADS STUDIED 
BY ADVERTISERS 


Paid Services Seem to Pro- 
duce Largest Number 


Chicago, Aug. 3.—Paid reporting 
services are the most prolific source 
of leads in the construction field, the 
National Industrial Advertisers As- 
sociation reported in a new study of 
“Locating and Developing New Con- 
struction Leads.” This survey was 
made by a committee composed of 
members of the Engineering Adver- 
tisers Association, acting both for 
that organization and the N. I. A. A. 


Get Evidence of Interest 


In view of the importance of paid 
reporting services, the committee 
suggested establishment of some rat- 
ing system, whereby all such services 
might be evaluated as to type of 
projects covered, number reported, 


COPY THAT CAUGHT JUDGES' EYES 


INDUSTRIAL REHABILITATION AT WORK _ 


The Result of 


Executive Action! . 
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REPUBLIC FLOW METERS COMPANY 
2239 DIVERSEY PARKWAY . CHICAGO - ILLINOIS 
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Two winning advertisements in the annual contest of the N.1. A.A. 


number and volume of contracts 
closed, etc. 

Other helpful sources are bulletin 
services of trade papers, “News of 
the Industry” sections of trade pa- 
pers and clipping services. The com- 
mittee urged that readers accept the 
report only as a general guide and 


the 1929 production. 


used widely. 


since 1929. 


New 


increasing loads. 


quired. 


A NEW DEAL FOR NEW SALES 


A NEW DEAL 
for NEW SALES 


Kilowatt hour output has for the third consecu- 
tive week exceeded the corresponding production 
in 1931. Last week it was 15 per cent more than 
in 1932 and lacked only 4 per cent of matching 


In the residential and commercial markets elec- 
trical refrigerators are showing record sales. 
Ranges and water heaters are continually adding 
loads on the power company lines. 
tioning equipment is being sold and soon will be 
Over 32,000,000 kilowatts of appli- 
ances and lamps have been sold since 1929. 


Air condi- 


Industrial plants are modernizing their equip- 
ment—electrical, too—to take care of rapidly in- 
creasing production on a profitable basis. 
20,000,000 kilowatts of equipment have been sold 


Over 


Power companies must plan for these rapidly 


generating stations, new 


transmission and distribution systems will be re- 


An interesting analysis of the sales possibilities 
in the electrical market appears in an article en- 
titled “Surplus Capacity a Myth” in the July 29th 
issue of Electrical World. Ask for a copy of it. 


-Eleetrical World 


ESTABLISHED 1874 


A McGraw-Hill Publication 
330 West 42nd Street, New York 


@ 


develop a source list according to 
individual requirements. 

Eighty-one of 104 companies culti- 
vating the field reported their pri- 
mary objective to “secure requests 
for quotations’; 42 desired chiefly 
“to secure requests for literature.” 
“In other words,” commented the 
committee, “the prospect is brought 
along to some specific point in the 
selling program, after which the lead 
is turned over to salesmen or deal- 
ers.” 

Eighty-five companies reported a 
regular system of following leads. 
The majority, 77, record leads for fu- 
ture follow-up. 

One company which keeps a per- 
manent file of all leads sent to sales- 
men explained that this is primarily 
to conserve the field man’s time by 
avoiding duplications. 

Eighty-two companies use individ- 
ually-typed or dictated letters in com- 
municating with leads, only 27 rely- 
ing on form letters. Twenty-six use 
third-class mailings and two write 
their letters on automatic typewrit- 
ers. 

The investigation as to the type 
of enclosure used showed that 51 
companies send booklets; 51, four- 
page leaflets; 42, single-page leaflets 
or reprints; 28, four-page letters; 27, 
photographs; 23, specially-prepared 
sales presentations. 

On the question of return commu- 
nication provided, 46 companies use 
business reply (C. O. D.) cards; 21, 
business reply (C. O. D.) envelopes; 
15, stamped return cards; 8, stamped 
return envelopes; 28, no return card 
or envelope. 


Appoint Hamlin 


J. R. Hamlin has been appointed 
assistant sales manager, Handy Gov- 


Thinks Non-Technical | - 7 
Approach Is Winner\ff 


New York, Aug. 3.—The non-tech- 
nical approach in industrial adver- 
tising has far greater possibilities 
than its limited use would indicate, 
in the opinion of Howard M. Buck- 
man, vice-president of Roland G. E. 
Ullman, New York agency. 

The Ullman agency has made con- 
siderable use of the non-technical ap- 
proach for a number of industrial 
advertisers. In one instance, it 
showed a picture of a scantily clad 
damsel without outraging the engi- 
neering sense of the reader. 

Mr. Buckman readily admitted 
that this type of copy cannot be used 
for every product of service. 

“But after all,” he pointed out, 
“the buyers whom these industrial 
advertisements are supposed to stop, 
interest, convince and sell are first, 
men, and second, mechanics, engi- 
neers, superintendents, and even 
presidents. So why not put into the 
aproach, at least, of our advertise- 
ments as much as possible of those 
qualities which the successful per- 
sonal salesman uses so effectively? 

“His approach is warm and human, 
not cold and mechanical. On oc- 
casion he uses the dramatic and, 
where it belongs, even the humor- 
ous touch. He gets the interview 
and establishes confidence first with 
the man, and then produces his tech- 
nical data, facts and figures for the 
specialist. Why isn’t it proper and 
wise for the printed salesman to do 
likewise? 


“Without disparaging the technical 
approach which has its place, should 
and will continue to be used, I sub- 
mit that the non-technical, symbolic 
or figurative introduction makes pos- 
sible a freshness and variety of ap- 
peal. 

“Without such variation the pres- 
entation of a technical product or 
service is in danger of becoming mo- 
notonous and therefore unnoticed, 
regardless of how much real worth 
there may be in the message.” 

While regarding the non-technical 
aproach as something more than 
mere bait, Mr. Buckman said it bears 
the same relation to the advertise- 
ment as an attractive fly does to the 
fisherman’s equipment. 

“Beneath the fly the copy hook 
may be as pointedly technical as de- 
sired and strengthened by as many 
facts and figures as are necessary to 
convince,” he said. “Often, how- 
ever, much such data can be empha- 
sized most effectively by personal 
selling or particularized correspond- 
ence. 

“It is not new, but bears repeat- 


ernor Corporation, Detroit. 


ing, to say that we need to visualize 


our printed presentations not as be 
ing laid down on the buyers’ deskg 
without competition as we see them 
come in proof form from the typog: 
rapher. 
“They reach the prospect as on@ 
of a crowd competing for his timgé 
and attention with hundreds of 
others in each of a dozen publica 
tions. The non-technical approach 
puts one more weapon in our handg 
to get that preferred attention which 
is so hard to capture. 
“To secure preferred attention, tg 
inject freshness and variety of ap 
peal, to humanize and dramatize the 
message the possibilities of the nom 
technical approach should not bé 
neglected.” 


EDITOR URGES 
BUYING CODE 


New York, Aug. 3.— Development 
of a code of industrial buying wag 
suggested by Hartley W Barclay, 
editor of Mill & Factory, as a desip 
able way of furthering the admip 
istration’s program, by recognizing 
rules of competition established ig 
individual industry’s codes of praé 
tices. 

The code suggested by Mr. Hartley 
pledges the signer to buy only from 
NRA members. It commits the 
signer to refrain from unethical 
speculation in raw materials and at 
tempts to break down resale price 
established under NRA codes. 

“We will avoid ‘special deals’ and 
cut prices,” says another paragraph 


Link-Belt Publishes 


Fair Souvenir Book 


A handsome book of 48 pages anf 
cover has been published by Link 
Belt Company, Chicago, for distribr 
tion at its exhibit at A Century d 
Progress Exposition. 

Besides picturing the comple 
Link-Belt line, the booklet contaili 
a list of sales and advertising litem 
ture available to those interested. 


Machinery Account to 


Cleveland Agent 


The Motch & Merryweather Mé 
chinery Company, largest machinery 
merchants of the Middle West, ha 
placed its advertising account will 
Humphrey, Prentke & Scheel, Int, 
Cleveland agency. 

Industrial publications and di 


mail will be used. 


Circulating and _ booster 
pumps for water, process 
liquids, brine, etc. 

Spray water pumps for air 
washers 

Well pumps for air washers 

Cooling tower pumps 

Unit air conditioner pumps 


PUMPS? 
Yes? | 


HEATING . PIPING | 
AIR CONDITIONING [ 


goes wherever heating, piping and air conditioning 
equipment is specified, purchased, 
or operated for industry and large buildings. 


1900 PRAIRIE AVENUE 


Vacuum heating pumps a: 
Condensation pumps pees 
Boiler feed pumps 
House pumps 
Fire pumps 


Forced circulation hot 
water heating pumps 
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